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Rough Proofs 


In his column of New York 
literary news and gossip, Harry 
Hansen referred to Henry R. Luce 
as publisher of Time, Life and the 
Architectural Record. This is go- 
ing to be a big surprise to the 
poys at 119 W. 40th St. 


- = © 


Elliott Roosevelt indignantly 
denies that F.D.R. had anything 
to do with his finances or business 
promotions. But it’s just possible 
the people he approached had 
heard of the connection. 

7". = 

The Yankees did all right in 
Europe and they’re doing all right 
in the Pacific. About the only 
place where they aren’t doing all 
right is in the stadium up in the 
Bronx. 

vvy 

“Keener Competition Seen 
Among Pocket Books,” headlines 
ADVERTISING AGE. That’s right— 
as pocket books get fatter the 
competition for the steaks and 
the aged-in-the-wood stuff gets 
hotter. 


T Fv 
The Chicago Sun is looking for- 
ward to the days of peace, when 
“ledgers run black instead of red.” 
Maybe the story that the red ink 
makers had gone out of business 
isn’t true, after all. 
a. 

Winston Churchill must feel 
like the ball player who smacks a 
homer with the bases loaded and 
the next day finds that he is be- 
ing shipped out to the minors. 

~~ we 

The Minneapolis Tribune’s poll 
of farmers in the Gopher state re- 
veals that 42% of them don’t read 
books, but you can take it for 
granted that the poll isn’t talking 
about bank books. 

“The baking industry,” avers 
Bakers Weekly, “is the only in- 
dustry in the world that sells its 
products the same day they are 
made, for cash, and has nothing 
left in the plant at the end of the 
day but raw materials and used 
equipment.” 

Nothing left but dough. 

,  F 

Your old friend Bill Hedges has 
jus: been made vice-president of 
Dlans and development for Na- 
uonal Broadcasting Company, 
which means that the position of 
tadio’s Daniel Boone has now 
been made official. 

oe 

Chique Creations substitutes cute 
bictures of does and fawns and 
other animals for the usual hip- 
and-bust stuff in the corset trade 
Papers, Wonder if they’ll ever 

the nerve to show a mama 
opotamus and her baby 
hter? 

oe 

troit may have slowed down 
‘on war production, but with 
the media reps again beating 
4a path to the doors of the auto- 
moive moguls, business in the 
Motor City ought to stay pretty 


- a 
Arvin visualizes postwar radio 
‘ets “upstairs, downstairs, all 
‘ircugh the house—and outdoors, 
too 


Can't somebody design a sound- 
Proof storm cellar for solitary 
med ‘tation? 


Copy Cus. 


FCC Okays WLW 
Transfer-But 
Will Ask New Law 


Commissioners 
Split 4-3 Over 
Avco Purchase 


Washington, Aug. 2.—By a 4-3 
vote, the FCC this afternoon ap- 
proved the transfer of WLW, Cin- 
cinnati, to the Aviation Corpora- 
tion, but not without a statement 
that FCC members are unani- 
mously convinced that the price 
and ownership issues raised by 
the sale of Crosley properties 
show the need for new radio leg- 
islation. 

Voting with Chairman Paul 
Porter to permit the WLW trans- 
fer, a factor in the $22,000,000 sale 
of Crosley properties to Avco, 
were Commissioners Charles 
Denny Jr., E. K. Jett and William 
Wills. Opposed to the transfer 
were Clifford J. Durr, Ray C. 
Wakefield and Paul A. Walker. 


Rushes Decision Through 


Neither the recommendations 
for remedial legislation, nor the 
grounds on which commission 
members had voted were avail- 
able tonight, for the decision was 
rushed out in advance of formal 
decisions to clear the way for 
completion of the Crosley sale be- 
fore the expiration of the Aug. 16 
option. 

In announcing the 4-3 vote, 
however, the commission said it 
was agreed that issues raised in 
the case could be settled only by 
legislation. Opinions which are 
to be written by commission mem- 
bers are to be forwarded to Con- 
gress, with the commission’s 
recommendations for amendment 
of the Ccmmunications Act. 


Three Issues Raised 

FCC initiative in writing new 
radio law apparently is to center 
around three special issues that 
were argued in the WLW trans- 
fer: 

1. Shall a radio station be con- 
trolled by organizations with pri- 
mary interests outside the broad- 
cast field? 

2. Shall the FCC limit the 
prices that are to be paid for 
radio properties? 

3. Shall a station be owned and 
controlled by persons who are not 
residents of the area? 

Aviation Corporation attorneys 
had worked for early settlement 
of the transfer at the closing ar- 
gument this morning by meeting 
FCC hostility to the ownership 
arrangements with a plan for seg- 

(Continued on Page 58) 


Grade Labeling... 


Ad-libber presents a 
solution. See Page 12. 
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Youve got a free treat coming 


at last] cereal made with SOYA 


5) oR Nelloggs 
= CORNSOYA. 


ie: LIGHT 
DELIcIous SHRED 


Teast 
PITAL C08" s80 seve 


- 
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Brand-New] Grand-New! Good-For-You! | 


TRY-OUT—Kellogg Co., Battle Creek, 
Mich., is using newspaper ads in Har- 
risburg, Charlotte, Sioux City and 
Sacramento to tie in with city-wide 
sampling of its new Corn-Soya Shreds. 
The test is being conducted by N. W. 
Ayer & Son, appointed last January to 
handle this new cereal. 


Harvester Names 
McCann for First 
Network Program 


Chicago, Aug. 1.—International 
Harvester Company, which has 
by-passed network radio in its ex- 
tensive national advertising activi- 
ties, disclosed this week that it has 
commissioned McCann - Erickson, 
Chicago, to develop an _ institu- 
tional program for audition. 

The network, time of broadcast, 
talent and other details of the 
forthcoming program were not di- 
vulged by the company or Mc- 
Cann-Erickson, which was one of 
several agencies considered by 
Harvester after deciding to make 
its network radio debut. 

The company, through Aubrey, 
Moore & Wallace, Chicago, spent 

(Continued on Page 57) 


New Magazines Jump Gun 
for Postwar Competition 


G-F Resumes Three 
Agency Setup as 
FC&B Gets Postum 


New York, Aug. 2.—Instituting a 
policy of separate agencies for 
products in the same category, 
General Foods Corporation has an- 
nounced a major change in agen- 
cies with the appointment of 
Foote, Cone & Belding to handle 
Instant Postum and Postum cereal, 
effective Jan. 1. 

Charles G. Mortimer, vice-presi- 
dent in charge of advertising, said 
the addition of a third agency has 
been made necessary “by the 
growth and recent acquisitions of 
General Foods and the prospects 
for further postwar development.” 

G-F is returning to a _ three 
agency setup after a 15-year pe- 
riod. In 1930, Benton & Bowles 
was appointed at a time when 
Young & Rubicam and Erwin, 
Wasey & Co. were the agencies in 
charge. Soon after, G-F retained 
only Y&R and B&B, a situation 
which has continued until this 
year, with some minor excep- 
tions. 


To Handle New Cereal 


Foote, Cone & Belding will also 
handle advertising for a new 
ready-to-eat cereal product to be 
marketed after the war. No name 
has been selected as yet. 

Young & Rubicam has been ap- 
pointed for the new G-F soluble 
decaffeinated coffee, also nameless, 

(Continued on Page 57) 


Last Minute News Flashes 


Drives for Competing Anti-Freeze Revealed 


New York, Aug. 3.—E. I. DuPont de Nemours & Co., Wilmington, 
again this fall will use local newspaper ads and four-color pages in 
Collier’s, Life and The Saturday Evening Post for war emergency type 
Zerone, and restricted quantities of Zerex. Batten, Barton, Durstine & 
Osborn, New York, is the agency. U.S. Industrial Chemicals, Inc., for 
Super-Pyro, starts a mid-October campaign in 235 northern cities, 
using 170 newspapers in 150 of the cities, outdoor posters in 225 cities 
and copy in Business Week, Newsweek and Time. Its anti-freeze, anti- 
rust drive is placed by Geyer, Cornell & Newell. 


New Magazine Drive for Old Overholt Begun 


“New York, Aug. 3.—National Distillers Products Corporation, through 
Arthur Kudner, Inc., is promoting Old Overholt straight rye whisky 
in a new “Over the Years with Old Overholt” campaign in National 
Jewish Monthly, Newsweek, The New Yorker and Time. Two-thirds 
pages in black and white, two colors and four colors will be used. 


Deepfreeze Division Appoints Leo Burnett Company 


Chicago, Aug. 3.—The Deepfreeze division, Motor Products Corpora- 
tion, has appointed Leo Burnett Company to handle advertising of 
Deepfreeze home freezers, it was announced today by G. H. Smith, 
vice-president and general manager. 


Williams Opens Drive for Juice Cocktail 


New York, Aug. 3.—R. C. Williams & Co., for Royal Scarlet vegetable 
juice cocktail, has launched a campaign of full pages in Parent’s Mag- 
azine and 100-400 line insertions in about 20 metropolitan and sub- 
urban newspapers. Alley & Richards is the agency. 


Seagram Promoting Ancient Bottle in Dailies 


New York, Aug. 3.—Seagram Distillers Corporation is promoting 
Ancient Bottle gin for the first time in about four years in newspapers 
in metropolitan markets. Roy S. Durstine, Inc., is the agency. 


Teen Age Group Gets 
Play as Publishers 
Divulge New Titles 


By ROBERT GRANITZ 


New York, Aug. 2.—Although 
the rumor factory is working 
overtime regarding as yet un- 
publicized projects, many pub- 
lishers are beginning to announce 
plans for new magazines. More 
than half a dozen new or revised 
publications are scheduled to ap- 
pear by November, and uncon- 
firmed reports insist that an equal 
number also will appear. 

Most of the new publications 
seem to be aimed at the ’teen and 
twenty age group, and two of 
them are out to capture an as yet 
untried market—the young man 
of 17 to 35. Strangely enough, 
there will shortly appear two more 
women’s service magazines and 
two more ‘teen-age girls’ maga- 
zines. 

Each day sees a new rumor 
about a proposed magazine, but 
the most consistent ones concern 
Curtis Publishing Company, Time, 
Inc., and Marshall Field. 


Copyrights ‘Holiday’ 


Curtis has copyrighted the name 
Holiday, reportedly for use as a 
50-cent class monthly \ featuring 
vacation spots and fashions. It is 
still in the experimental stage, 
however, and is definitely a post- 
war possibility. Other rumors say 
the company is planning a picture 
magazine, a non-fiction publica- 
tion and a children’s magazine, 

Time, Inc., is reported to have 
purchased the title Common Sense 
and has Willi Schlam at work on 
an experimental magazine of pub- 
lic opinion. The company insists 
that the project is still an experi- 
ment and refuses to say in what 
form it will finally appear. 


May Purchase ‘Liberty’ 


Other gossip has Liberty being 
sold to the Atlas Corporation, with 
Floyd Odlum expected to buy the 
magazine within 30 days. Pur- 
chase would not affect the status 
of Paul Hunter, reportedly. Cowles 
Magazines, Inc., also is reported 
to be experimenting with a new 
magazine. 

Although his name has been 
connected with practically every 
rumor in the industry, only one 
project of Marshall Field’s has 
been definitely confirmed. He has 
allotted an amount which may 
reach $100,000 to the Saturday Re- 
view of Literature to devise a 
general circulation magazine in a 
field not already covered. Incor- 
porated in Delaware is Magazine 
Corporation of America, one of 
whose executives Norman 
Cousins of the Saturday Review. 

Mr. Cousins told ADVERTISING 
AcE that Mr. Field has no inten- 
tion of buying either the Saturday 
Review or Encore, and that the 
new magazine would be a third 
and different publication. 


is 


‘Junior Bazaar’ Coming 


Slated to appear in November 
is Junior Bazaar, younger sister 
of Harper’s Bazaar. Carmel Snow, 
editor of the older magazine, will 
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be editor and Fred Drake will be 
publisher of this newest edition 
to the Hearst stable. 

Designed as a quality magazine 
for girls in the 13 to 21 age group, 
Junior Bazaar will have an initial 
run of 25,000 copies, held down, 
of course, by the paper situation. 
It will contain 200 pages, 130 of 
which will be advertising at $500 
a page (same size as Harpers 
Bazaar), and will sell for 35 cents 
a copy. 

The new publication will con- 
tain the usual features—records, 
movies, decoration, careers, etc. 
—and enters one of the most lu- 
crative fields of the industry, 
which has seen such spectacular 
successes as Glamour, Mademoi- 
selle, Calling All Girls and Seven- 
teen. 

Revamp ‘American Girl’ 

Another entry in the junior 
field is the 28-year-old American 
Girl, published by the Girl Scouts 
of America. For some years, de- 
spite its rising circulation and in- 
creased revenue, the magazine has 
shown signs of faltering. With the 


a new format. 

Major changes will be the use 
of four-color Kodachrome covers, 
color pages, a flock of new de- 
partments and more and shorter 
articles. It will be aimed at a 
somewhat younger audience, 13 to 
17-year-old girls, and the accent 
will be on less jive and more 
solidity. 

The magazine calls itself a 
“girls’ service magazine” and will 
have departments on homemak- 
ing, interior decoration, good 
grooming as well as the usual 
record, radio and movie columns. 
It will run to 52 pages and circu- 
lation is expected to increase be- 
yond its present 250,000. 


For Chain Stores 


A third entry into the feminine 
market is a new women’s service 
magazine to be published by Fam- 
ily Circle. As yet unnamed, it 
will be a monthly, sold through 
chain stores, for an unspecified 
price. The book will be 10”x14” 
and will run to 66 pages. 

Fawcett Publications will 


September issue, it will appear in 


change the title of Life Story to 


Today’s Woman in November. It 
will be completely revamped as 
a service book aimed at the young 
married group in the $3,000-$5,000 


65 New Magazines 


Registered in Month 

Washington, Aug. 3.—WPB 
reported today that in the 
first month since the relaxa- 
tion of magazine order L-244, 
publishers have registered 65 
new publications. As amended 
July 3, L-244 provides five 
tons of paper quarterly for 
new publishers. 

The list, consisting almost 
entirely of new _ publishers, 
covers a wide variety of pub- 
lications from Republic Fran- 
cais to Business and Educa- 
tional Digest and Hollywood 
Jokes. 


income range. The magazine will 
be sold for 25 cents and contain 
many new features, including a 
32-page service folio. 


Feeling, perhaps, that there 


al 


Time and 


again The News 


“does it’ for the man who 


knows this 


rich Hoosier mar- 


ket .. . who knows from ex- 
perience that his ad dollars, 


concentrated in the great 
Hoosier Daily, more econom- 
ically and effectively sell the 
33 wealthiest Buying Income 


counties in 


the state. 


THE INDIANAPOLIS NEWS 
The Great Hoosier Dally, Alone, Does the Newspaper Job 


NEW YORK 17 — Don A. Corroll, 110 E. 42nd St. 
INDIANAPOUS 6 — 


CHICAGO 11 — J. E. Lutz, Tribune Tower 


J. F. Breeze, Adv. Dir. 


must be a male counterpart to the 
above, Street & Smith is com- 
pletely revamping Pic, the maga- 
zine for young men, and aiming it 
at young men in the 17 to 35 age 
group, particularly the returning 
G.I. The first issue of the revised 
magazine will appear this month, 
but with the October issue changes 
will have begun to reveal them- 
selves more fully. 


Changes to Monthly 


By discontinuing several of the 
most recent additions, and chang- 
ing from a fortnightly to a 
monthly, the magazine will have 
enough paper to triple its size 
per issue, going as high as 120 
pages. As soon as possible, it 
will use a heavy coated stock. 
The publication will sell for 25 
cents and continue to use many 
pictures, but there will be de- 
emphasis of the pin-up variety 
and concentration on stories of 
careers. Pic plans to help the re- 
turning veteran choose his job, 
and will offer articles based on 
the lives of young, successful men 
under 35. 


Serious in Content 


The magazine will carry regu- 
lar columns devoted to movies, 
night clubs, drama, music, radio 
and books. Material will be 
handled with a light touch, al- 
though it will be serious in con- 
tent. Hobbies and sports will also 
be covered, and presumably, when 
the war is over, men’s clothing 
and universities will also receive 
considerable attention. 

Appearing almost _ simulta- 
neously with the above is Swank, 
which returns after a hiatus of 
three years. Bearing the sub-title 
“A Modern Magazine for Men,” 
the new magazine is on the gen- 
eral order of Esquire and replete 
with cartoons. The new publisher, 
Swank Publishing Company, New 
York, has printed 150,000 copies 
at 25 cents a copy. 


To Be Digest Size 


The first issue is 82x11, printed 
in rotogravure, but the magazine 
will revert to digest size, quar- 
terly, until paper is available. 
Same type of editorial content will 
appear, however, and same cover 
idea, using glamor men of movies, 
theater, etc., will prevail. 

A new adventure in the news 
magazine-picture field is News 
Story, which utilizes 40% pictures 
to tell omitted or important stories 


ae 


pages of the papers. Publishec py, 
News Story Worldwide, Inc., the 
magazine is not a re-hash of ney, 
of the week, but prints origina 
stories about the hidden mea Ling 
of published news. 

Editor and publisher is Herbey oe 
Moore, who is also publisher g 
She. Mr. Moore expects the ey. 
rent 75,000 circulation eventually 

to reach somewhere between 159.9 
000 and 500,000, at 25 cents a copy E 
The magazine carries no adverti:. BE 
ing, except for cover advertise. I 
ments, and runs to 64 pages, 3u, 8} 
x1ll. It will use coated stock \ shen | 
available and carry advertising inf): |) 
the future. 

On Labor Day, Labor Manage. @| 
ment Digest, a monthly starteg fH)! 
by veterans and devoted to har. 
monious cooperation betweey 
management and labor, will ap. 
pear. Tabloid size in newspaper 
format, the magazine will appear 
monthly and sell for $5 a year 
Advertising rate is $600 a page 
and circulation, it is hoped, wij 
hit 500,000 when paper is avail. 


| 


1 


able. Present paper quota as- it 
sures immediate circulation offi: 
10,000. f 


Editor is Col. Alfred Moorehead, 
formerly vice-president of the 
Erie Railroad, and George Edward 
Rines, former editor in chief of 
Encyclopedia Americana, is also 
on the staff. The magazine will be 
published in New York. 


Kleiman Expands 


Frederic R. Kleiman Advertis. 
ing, Chicago, has moved int 
larger quarters at its present ad. 
dress, 105 W. Adams St. Ney 
additions to the agency are Ruth 
L. Ratny, production manager 
and Joseph Glassman, art directo 


Simon Named Sales Head 
of Mississippi Net 


Arthur Simon, former manager 
of WPEN, Philadelphia, has been 
named national sales manager of 
the North Central Broadcasting 
System, to handle sales for the 
new Mississippi Valley Network 
which starts operations Aug. 15. 

The new regional net, to be fed 
by North Central, will include 78 
stations in 12 middle and north- 
western states. 


Joins Western Electric 


William E. Snodgrass, former! 
executive vice-president of the 
Dictograph Products Compan) 
New York, has joined Wester 
Electric Company, New York, 4 
general manager of the hearing 


which somehow do not make the 


aid division. 


Muskogee 


Circulation figures for 1944 show both the Muskogee Daily 
Phoenix and the Muskogee Times-Democrat as having kept 


pace with the city and trade territory population increases. 


1945 Circulation Increase 12% 


(Over 1944) 
No circulation outside the state — ALL being concentrated 
in this responsive area which helped place Muskogee 
ae THIRD in SALES in the state. , d 
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if ow Advertising Keeps Him Buying 


You can’t keep a factory running without wages. 
And you can’t pay wages unless you sell goods. 


To pay enough wages—enough to provide jobs 
for all—we’ve got to make and sell 50 per cent 
more than we did in our best peacetime year. 


We have no choice in this matter...if we 
want American prosperity in America. 


And we have no problem. We only need one 
customer. And we’ve got that customer. 


His name is Wage Earner America. 


This is a picture of him—the man whose saved- 
up billions equals four times the sum all 
America saved back in 1918 . . . the man whose 
spendable cash over his basic, fixed expenditures 
is up 92% since 1939—whilé that of his white 
collar neighbor is down 31%. 

And W.P.B. has reported that when reconver- 
sion comes, only 1 Wage Earner out of 9 will 
temporarily be affected —8 out of 9 Wage 


Earners will continue to doexactly what they’re 
doing right now. 


Sell that man—and the millions like him—and 


you provide the means to buy America’s pros- 
perity for this generation— perhaps forever. 


He’s tasted the good things America has to offer. 
He wants more of the same. 


He’s ready now to build his home—and to 
furnish it, inside and out. 


But it is up to your advertising to keep alive 
his ambitious new standards of living... to 
convert his appetites into cash (and more wages. ) 


It’s up to your advertising to reassure him of 
the Security of Spending. 


To do this your advertising must move into 
his home, his habits. And there is a way to doit: 
Twenty-five years ago Macfadden Publications 
became the first to put his life, his hopes into 
print. And in these years of service to the Wage 
Earner family a strong and enduring mutual 
loyalty has been built. As one thoughtful 
advertiser put it, the Macfadden Magazines 
have the “‘common touch.’ No other maga- 
zines reach more of America’s Wage Earner 
Millions. No other magazines have greater 
power to influence them. 


Headquarters for Wage Earner Information 


In the last 12 years, Wage Earner America has 
become the dominant influence on our economic 
and social life. Through these years Macfadden 
Publications have accumulated an immense amount 
of material on every facet of Wage Earner life in order 
(as stated in Macfadden’s pledge to industry)... 
“to maintain our service to Industry as the most 
authoritative private source of knowledge and 
understanding of these people—upon whom In- 
dustry —and, indeed, our entire economic system 
as we presently know it—must depend?’ 


Here are a few of the titles released recently by 
Macfadden’s Research Director Everett R. Smith. 
These will be of immediate interest to executives 
seeking clearer understanding of how America’s 
Wage Earner millions live, work, plan: 


This Changing America «What Shall We Do About It ? 
Pattern For Survival 
The Workers Look at Management 
What the Workers Want and Expect in Postwar 


Wage Earner Forum, Vol. 2, No. 1, reporting findings 
on: Postwar Purchase Plans of Wage Earner Wives 
How They Will Pay for Postwar Purchases 
Sentiment on Installment Buying + Rationing Control 
We have still available a limited supply of the 
above titles. They are free on request. Write today. 


Reaching One-Half of The Wage Earner Families in America 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY » THE MACFADDEN WOMEN’S GROUP + THE MACFADDEN MEN’S GROUP 
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Clothiers Press 
Ad Plans Despite 
Current Shortage 


Chicago, Aug. 1.—Despite the 
expectation of serious shortages in 
men’s clothing in coming months, 
suit and shirt manufacturers in- 
tend to continue their advertis- 
ing schedules into the fall, and 
even take additional space in pub- 
lications when and if it becomes 


available. 

Previously hesitant to discuss 
impending shortages, clothing mer- 
chants now admit that any buying 
spree would be short-lived— 
there’s little to buy. The greatest 
shortages obtain in the supply of 
suits, overcoats, top coats, and 
shirts and shorts, and although a 
greater supply of wool goods will 
be on shelves by November, the 
military demand for the cotton 
weave used in housecoats and 
dresses, shorts and shirts has been 
stepped up. 


Hart Schaffner & Marx, and B. 
Kuppenheimer & Co., however, 
revealed that they would con- 
tinue their full-page color inser- 
tions in such magazines as Ameri- 
can Legion, Collier’s, Esquire, 
Newsweek, The Saturday Evening 
Post, etc., and would seek addi- 
tional space as well. 


WPB Lifts Restrictions 


While the WPB recently lifted 
restrictions on both soft wool and 
worsted woolen fabrics, the action 
is said to have come too late to 


help this fall’s supply of men’s 
wear. 

Pointing out that it takes 18 
weeks to convert raw material 
into suits and overcoats, B. J. 
Cahn, president of Kuppenheimer, 
declared: “It will be late in No- 
vember or December before any 
fall goods will be available, and 
even then the amount will be lim- 
ited. Further, if government or- 
ders for clothing for the military 
forces are not cut back consider- 
ably more than they have been, 
new civilian clothing will not 


There’s a pretty obvious moral in this Richter picture. Golf balls 
have their market and so do eggs, but their uses are vastly dissimilar. 
Applying this same logic of selectivity to magazines, astute media 
men know well that the rich farm market needs the concentrated, 
specific selling power of Farm JOURNAL. With more than two and 
one-half million paid subscribers, this largest of all farm magazines 
does a job that can be accomplished by no list of non-rural publications. 


Furthermore, the farm dollar, like the fertile egg, is procreative. It 
breeds business. Of the money farmers receive for what they grow, 
77 cents out of every dollar comes back to pay for things which 
manufacturers make and sell. No city trade comes near matching 
that for potency in making jobs and contributing to the general 
prosperity. And when you consider that farmers’ cash income last 
year amounted to $23 billion, it is apparent that farm business 


stacks high in the national economy. 


OF THE GREAT NATIONAL 


MAGAZINES, OWE seuts 


THE RURAL market 


GRAHAM PATTERSON, Publisher 


Washington Square, 


Philadelphia 5 
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come in even then.” 

The WPB, however, maint: ine 
that production of worsted w ole, 
suits is expected to reach 75 % , 
peacetime production by Jan iary 
1946. 


Textron Plans Tie 


with Stores for 
CBS Fall Show 


New York, Aug. 1.— Textroy 
Inc., which starts its dramati 
program starring Helen 
Sept. 8 on CBS, is making play 
with department stores carrying 
Textron products for a postcar 
ballot of customers with charg 
accounts to select the plays Mis 
Hayes will enact. 

Postcards will be sent to a 
proximately 2,000,000 customer 
requesting their votes on favorit 
dramas. Those receiving the mo 
votes will be featured on the pro 
gram, as well as original plays } 
outstanding playwrights. 

Textron plans no product com 
mercials on the show, to be hear 
Saturday, 7-7:30 p. m., EWT, by 
will present an unusual “commer 
cial” at the beginning and end 4 
each show with the sound effe 
of a weaving loom set to musj 
Textron products include hom 
fashions, men’s wear, apparel fab 
rics, shower curtains, etc. 

Department stores cooperatin 
in the postcard plan will be e 
titled to 20-second breaks on th 
local CBS stations carrying th 
program. J. Walter Thompsg 
Company is Textron’s agency, 


Haye 


Republic Launche: 
Campaign for Loy 
Cost Amphibian 


Farmingdale, L. I., Aug. 1.—Ré 
public Aviation Corporation w 
launch a magazine campaign 
promote the Seabee ampbhibia 
new plane which will sell for le 
than $4,000 and will begin to ro 
off the production line early ne 
year. 

First advertisements will 
four-page, full-color insertions | 
Air News, Flying and Skyways, 
September. Full pages will 4 
pear in 11 other business and fé 
publications. Single-page ads wi 
appear in four colors in 
Christian Science Monitor 2 
Fortune, and in two colors | 
Field and Stream and Yachtin 

Albert Woodley Company, Ne 
York, is the agency. 


Swan Soap Buys Single 
Shot Before Davis Show 


With the start of the new J0 
Davis program on CBS postponé 
to Sept. 3, Lever Bros. Compan 
Cambridge, has purchased a oné 
time broadcast for Aug. 27 on 
in the same Monday, 8:30-8: 
p.m., EWT, period in which # 
Davis show will be heard 
winter for Swan soap. Lever 
to pay for the time anyway # 
plans to promote the coming sé! 
in the last half of the broa 

CBS fills the time with 4 SU 
tainer starring Mary Astor @ 
titled “Life of Mary Chri 
which Lever will sponso: W! 
Miss Astor introducin» J0 
Davis. Agency is Young & 
cam, New York. 


Heads Climax Sales 


John H. Seippel, former!y ™ 
chandise manager of Mont.o™ 
Ward & Co., and prior to tht £ 
eral sales manager of Tran \° 
pany, has been elected vic: -P" 
dent and director of s ° 
Climax Industries, Chicag 


Foy to Ad Post 


Col. Fred C. Foy, rece! 
leased from the Army 
Forces where he was diré 
the purchases division, ha 
J. Walter Thompson C 
New York, as vice-presid« 
director of the internati 
partment. 
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Charg¢ 
ys Mis 4SUe 

— The Man’s Maga- 
“eae zine, is a great, growing success. (“Over 
he ma the transom” subscriptions are com- 

€ pro - . 
plays b ing in at the rate of 1,500 a month, but 

s . 

ict. com 95% of the copies of true, are bought s Circulation in 1943 


was slightly over 250,000. In 1944, nearly 
475,000 readers bought true at their news- 
stands. In 1945, sales already are more 
than 600,000 an issue. We estimate that 
by December, they’ll jump to 800,000. 


Our January, 1946, rate card guarantees 
SMe you 500,000 A.B.C. The bonus is gravy. 
’s Advertising volume has 


increased 249 pages since last year — comparing 
che@l944 totals with 1945 space actually sold and 
Lo 


mconservatively estimated. This is a 155% space 
increase this last year. 
ae ’s Advertising revenue in 


mn 
tion w 


coo 1944 was about $85,000. In 1945, it will be more 


| for le than $400,000. This is a 370% dollar increase this 


n to 1 
arly ne last year. 


at the news-stands by fellows who 
plank down their 25c¢ a copy.) 


arel fab 
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“ag ers will total more than 130 in 1945—last 
year, only 30 advertisers used the book. 


“WUe. grow and keep on grow- 


ser ing, because men like the dramatized truth they get in 
— The Man’s Magazine. They get top-flight writers doing 


ingle 
show 


1ew Joa 
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vistas stuff that interests them. They get the best illustrators in 
aia the business. They. get man-sized excitement. They get 


what men always go for. 
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FAWCETT PUBLICATIONS, INC., 295 Madison Avenue, New York 17,N. Y. * World’s Largest Publishers of Monthly Magazines 
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Army Draws Fire 


as Reconversion 
Battle Hits Peak 


Washington, Aug. 1.—The cli- 
mactic battle over “reconversion” 
appeared to have been touched off 
here this week, as Congress pulled 
out of town with a series of sharp 
speeches and reports charging that 
military hoarding of manpower 
and supplies has slowed readjust- 
ment of the economy to a point 
where early victory in the Pacific 
might catch industry unprepared. 

Probably the most authoritative 


of the remarks came from Presi- 
dent Truman’s former colleagues 
of the Senate war investigating 
committee, who had some blunt 
comments on failure of the Army 
to release badly needed workers 
for lumber, transportation, coal 
mining and textile plants. 


May Forestall Jobs 


According to the committee, 
failure to man these industries, 
particularly in the case of lumber, 
might mean a lack of materials 
with which to provide new civilian 
jobs for veterans when Japan falls. 

Crux of the attack was aimed at 
alleged failure on the part of the 
Army to cooperate with civilian 
agencies planning transportation 
and reconversion. The committee 
concluded that the Office of War 


Mobilization and Reconversion, 
under John Snyder, should have 
more power to enforce policy on 
these matters. 


Krug Renews Prediction 


While the capitol rang with at- 
tacks on the Army from individual 
senators, criticism of surplus prop- 
erty sales from the Senate small 
business committee, and other 
statements on reconversion, WPB 
Chairman J. A. Krug renewed his 
prediction that the stream of civil- 
ian goods entering the markets will 
not be as great as many wish, but 
that in general the picture is 
bright. 

Reporting on a swing through 
the nation’s industrial areas, Mr. 
Krug said that a considerable 
amount of civilian production, 


chiefly “gadgets” and “kitchen 
items,” is already under way, and 
that the quantity of goods enter- 
ing the markets will be quite large 
by July 1, 1946. 


At ‘Break-Even’ Levels 


Latest WPB reports indicate 
“outstanding progress” in the re- 
conversion of automobile, house- 
hold appliance, office equipment 
and printing and publishing ma- 
chinery plants, with many of them 
already operating at “the mini- 
mum break-even level” for civil- 
ian goods. 

The small electric appliance in- 
dustry, for instance, reports quar- 
terly production of $10,000,000 of 
non-military goods, compared with 
a $6,000,000 break-even point. Do- 
mestic laundry equipment, me- 
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chanical refrigerators, sewing 
chines, vacuum cleaners and 
other non-military goods are 
“break-even levels.” 
Munitions production in 
registered about a 9% dé 
when allowances were mad 
a short month. While cut 
have yet to create an unen 


ment problem, it is expected thaj 
the labor situation will clang 
sharply as they are applied at J 


$200,000,000-a-month rate for the 
remainder of this year, to 1 


Luce 
military spending to a leve! 32% 
below March. 
Actual Cutbacks Coming 
Earlier cutbacks, it is explained 
have been largely “paper cyt 
backs,” while those that are com 
ing now are actual curtailment 
production schedules. Total cut 


backs to the end of June amounte 
to $3,500,000,000. 

Meanwhile, OPA moved slow} 
ahead on its reconversion pricin, 
program, providing “profit factors’ 
for 17 industries, and three indus 
try groups covered by recent re 
conversion pricing orders, and 
opening discussions with distribv. 
tion groups on the absorption o! 
“reconversion price adjustments” 


To Use ‘Profit Factor’ 


The “profit factor,’ amounting 
to one-half of the average per. 
centage margin of profit over to. 
tal cost for the industry for 1936. 
39, will be used by firms almos 
wholly engaged in war work 
which cannot cover costs with 
the industry-wide increases. tht 
are granted, and by firms in ip. 
dustries that have no _ industr- 
wide adjustment. 

Some of the percentages which 
may be added, when a firm find 
that it is suffering an individual 
handicap are: In aluminum cook 
ing utensil industry, 6.2%; bicycles 
3.8%; clocks and watches, 5.59 
coin operated machines, 2.4% 
household scales, 4.1%; metal of 
fice furniture, 5.4%; office anf 
store machinery, 8.9%; photo 
graphic accessories and equipmen 
8.1%, and radios and phonographs 
3%. 

How much of this will eventu 
ally pass on to the consumer re 
mained in question as distributor 
delayed their comments on OP3 
plans for “absorption” of the in} 
crease in channels of trade. 

While the distributors were ask- 
ing 30 days to “think it over’ 
OPA made clear that it could no 
delay adoption of a procedure tha 
long. Tentative OPA program 
calls for absorption on _ prewa! 
type goods to the point where i! 
dustry margins do not fall below 
cost of handling an item, but fo 
bulk goods making up a majo 
item in a dealer’s sales, the prof 
margin would have to equa! pre 
war dollar margin on the item 


Forms Cayton Agency 


William D’Arcy Cayton, accoul 
executive with S. Duane Lyol 
Inc., New York, has resigned ! 
form Cayton, Inc., at 350 
Ave. Among the account 
Pantasote Company, Intern: 
Theatrical & Television (¢ 
ration, including subsidiarie 
ter O. Guttlohn, Inc., Circle I)" 
Laboratories and Film o © 
Month, Inc., Lanova Paper Vom 
pany, National Ribbon Co pore 
tion and Portlite Uniform -0™ 
pany. 


Fifth 


Lewin Resigns Acco : 


The Newark office of " 
Lewin Company has resign * 
account of Scientific Electric 0") 
pany, division of “S” Corr: 2a 
Quenched Gap Company, \* 
field, N. J. 


Names Newell-Emme ' 


| Wheeling Steel Corpo 
Wheeling, W. Va., has ap} 
Newell-Emmett Company, 
York, as advertising and me: °°"; 
| dising counsel for Wheeling > 
and subsidiary companies. 


morse Hi 
CIES) 
Dre ae Baas te ay 
| os 
Pp aS A . 
era 
bees | 
ta. “ PEs 
| re % a f , ¢: { ae 
aey? y omy SS 
ne == 
a ee 
aS en 


lained| 
cut 
> com 
ent 9 
1 cut 
Dunted 


sl Wy 
oricin 
actors" 
indus 


e per, 


which 
mn. finds 
lividual 
Nn cook 
icycles 
, 5.59 

2.4% 
etal of 
ce an 
photo 
lipmen 
graphs 


eventu 
mer re 
ributon 
yn OPS 


"THE HEARST PAPERS are opposed 


to government by any clique or class. 


They believe in genuine democracy, the 


tule of the majority.” 


HE above is from an editorial writ- 


ten by William Randolph Hearst 
on April 21, 1935, on the policy of the 
Hearst papers. 


Government by clique or class is 
tyranny of the many over the few. 


The Hearst papers have always op- 
posed, and will always oppose, govern- 
ment by corporations, government by 
labor unions or government by 


bureaucratic dictators. 


They believe in and have always 
advocated the rule of the people ex- 
pressed through the ballot-box. 


While, as Mr. Hearst states, the 
Hearst papers believe in the rule of 


Publisher 


the majority, they also unalterably 
stand for the inviolability of the rights 


of the minority. 


There never was a time in the his- 
tory of the world, and particularly in 
the history of America, when those 


above-mentioned fundamental prin- 
ciples of our Founding Fathers 
needed more vigorous reiteration. 


And those principles are stated 
and re-stated every day in the Hearst 
papers by William Randolph Hearst 


and his associates. 


That is another reason why the 
Hearst papers are good papers for 
our readers and for our advertisers. 


THE HEARST NEWSPAPERS 
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Ruppert Appoints 
New Chairman, 
Bates President 


New York, Aug. 1.—Jacob Rup- 
pert, Brewer, one of the 10 lead- 
ing brewers in the country, has 
elected George E. Ruppert, son of 
the founder, to the newly-created 
position of chairman of the board, 
and Albert J. Bates, general man- 
ager, as president of the company. 

The move “will strengthen our 
top management materially,” Mr. 
Ruppert said, “and will relieve me 
of part of the heavy burden of op- 
erations.” Largest individual 
stockholder in the brewery, Mr. 
Ruppert will thus remain active 
in its management. 

First public distribution of Rup- 
pert stock took place recently, at 
which time part of the Ruppert 
family holdings of preferred stock 
were disposed of, although they 
continue to hold all of their com- 
mon stock. 

Mr. Bates joined Ruppert earl- 


|ier this year after resigning as 
president of the G. Heileman 
Brewing Company, La _ Crosse, 
Wis. For seven years he has been 
a director of the U. S. Brewers 
Foundation, and was formerly 
president of the Wisconsin State 
Brewers Association. 


Sports Paper Out 


The magazine publishing divi- 
sion of Clevington Productions, 
Inc., Cleveland, will publish a new 
quarterly magazine, Sports Man- 
agement, covering the field of 
spectator sports and directed to 
executive personnel of profes- 
sional and collegiate sports or- 
ganizations. The company also 
plans to publish Careers, a quar- 
terly self-improvement magazine, 
first issue of which will appear 
this fall. 


Appoints Miss Buehler 


Leonore Buehler, formerly 
publicity director of Richard Hud- 
nut and director of advertising for 
the DuBarry Success School, New 
York, has joined Prince Matcha- 
belli, Inc., New York, as advertis- 
ing manager. 


Lennen & Mitchell 
Appoints Holiner 
V.P., Radio Head 


New York, Aug. 1.—Maj. Mann 
Holiner, director of the program 
section of the Armed Forces 
Radio Service until his retirement 
from the Army, has been ap- 
pointed vice-president in charge 
of all radio activities of Lennen 
& Mitchell, succeeding S. James 
Andrews, who has resigned to be- 
come a freelance radio producer. 
Mr. Andrews’ first independent 
venture will be Andrew Jergens 
Company’s “Nero Wolfe” show 
over the Don Lee Network. 

Maj. Holiner, who will make 
his headquarters in Hollywood, 
was previously Hollywood radio 
director for the agency for three 
and one-half years, staging the 
“Woodbury Theater’ broadcasts 
with Tyrone Power and Charles 
Boyer. He left L&M to become 
radio director of Benton & Bowles, 
producing the Maxwell House 


coffee program with Frank Mor- 
gan and Fanny Brice. 

During his service with the 
Army, Maj. Holiner built up 42 
hours of regular weekly programs 
which were transcribed and sent 
to all war theaters. Since his re- 
lease from the Army he has pro- 
duced the Eddie Bracken and 
Rudy Vallee shows. 


Bennett Named LaSalle 
Extension Ad Director 


L. M. Bennett, who has been 
associated with LaSalle Extension 
University, Chicago, for more than 
14 years, has been named adver- 
tising director, succeeding Elon G. 
Borton, who on Aug. 15 assumes 
office as the first paid president 
of the Advertising Federation of 
America. 

Mr. Bennett has been sales pro- 
motion manager of LaSalle Ex- 
tension. 


Joins Inland Press 

The Journal, Salina, Kan., has 
been elected to membership in 
the Inland Daily Press Associa- 
tion, Chicago. 


ONCE IN A BLUE MOON, there arises in radio a per- 


“Colonel Bill’.. 


sonality who really clicks with children. Such a 
one is Philadelphia’s own genial, genuine 
“Colonel Bill”.. William C. Galleher, Educa- 
tional Director of KYW. He’s responsible for the 
outstanding student-participation and student- 
audience programs which make this Westing- 
house station the favorite in Philadelphia with 


youngsters from elementary to high-school ages. 


a veteran of twelve years’ 
service in Philadelphia broadcasting.. has cap- 
tured the imagination, won the confidence and 


affection of the thousands of school-age children 


in the metropolitan and suburban areas. His 
“Philadelphia Junior Town Meeting of the Air” 


is a model of its kind. 


and students.. 


The 
“Colonel 


sincerity 


The programs over which Colonel Bill presides 

are not for sale. They are cited merely as a 

typical part of the KYW programming 

which is created specifically for children 

a public service in edu- 

cational areas unsurpassed by any sta- 
tion in the country. 


and geniality of 


Vattroads & leebergs Ait: ? 


| 
| 
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RAIL STORY—This Baltimore & Ohio 
Railroad ad launched a new series of 
375-line insertions in daily and weekly 
newspapers of on-line cities and com. 
munities, scheduled for every other 
week to November. Richard A. Foley 
Advertising Agency, Philadelphia, js 
the agency. 


Bendix Sets Radio Plans 


Bendix Aviation Corporation's 
radio division, Baltimore, ha; 
formed a nationwide organization 
of 62 independent distributors t 
market the company’s forthcoming 
line of AM and FM radios, accord. 
ing to Leonard C. Truesdell, gen- 
eral sales manager for radio and 
television. 


Bard Heads Eversharp 


Ralph A. Bard, whose resigna. 
tion as Under Secretary of the 
Navy became effective July 1, ha 
been reelected chairman of th 
board of Eversharp, Inc., a pos 
tion he held before taking th 
Navy post. He was also elected t 
the executive committee. 


Easy Names Two 


W. Homer Reeve, general sale: 
manager of Easy Washing Ma- 
chine Corporation, Syracuse, N. Y. 
has been elected vice-president 
in charge of sales. Philip P. Glas- 
sey, director of war contracts for 
the past two years, has become 
assistant to the president. 


Black-Ox to Martin 


Black-Ox Chemical Compan) 
Newark, maker of metal oxic 
finishes, has placed its accoun 
with George Homer Martin, New- 
ark. Trade publications and di- 
rect mail will be used. 


G 
EVEN AN ADVERTISIN 
MAN WANTS A HOME OF 


Regardless of whether YOUR 
“dream home” is a cozy cottage 
a mansion, “How to Plan the !/ome 
You Want” will bring you up-'o-the 


Bill” symbolize KYW 
and the place it holds in the 


minute. 

Its 32 pages, profusely illustrated 
are packed full of home ploonint 
and new equipment ideas. 

Our own staff of practical av ihor 
ties whose lives have been dec cated 
to building progress have pu! 1”!° 
eight easy-to-read chapte™ the 
trends and possibilities of a much 
discussed industry. Covering eve" 
subject from financing to ‘0! HH vp 
heating, it therefore can be | ed a / 
a textbook on building in (us! ~ 
nomenclature. 


affection and loyalty of Phila- 


delphians. 


WESTINGHOUSE RADIO STATIONS Inc 


wowo - 


PHILADELPHIA. 
‘$0,006 Watts 


Send for your copy today. Mi 
PRACTICAL BUILD ES © 


59 E. Van Buren Street, Chicst? 


at 25e I can’t lose—Send me “liow To 
Plan The Home You Want.” 


WBZ © WBZA * KDKA © KEX © KYW 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX +¢ KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 
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sh week I read the magazine from 

2r—to-cover. It is absolutely 
'Tomorrow' and 'Plus and 

is' are fact—revealing to 

nth degree." 


iell S. Fletcher, President 


“T'CHER AVIATION CORP. 
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With the European War over, a Transition 
Period is now well under way with its hun- 
dreds of new and perplexing problems. 
... Advertising Executives and the Busi- 
nessmen they serve, are watching closely 


many new trends already in the making. 


When the Dove of Peace finally settles 
down—still another set of revised con- 
ditions will face Industry —never ending 
changes — and every change dependent on 


the do or don’t of the Federal Government. 


Complete analyses of these important questions—all having a direct 
impact on business management—will be followed by top Manage- 
ment Men every week and week after week, just as these men have 
been following analyses of national affairs in The United States News 


for more than twelve years. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 
corporate and family buying 
. 


Daniel W. Ashley 
Vice President in Charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y 
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Cotton Council 
Cites Progress on 
Fund-Raising Job 


Seeks $2,000,000 
Annually for Ads, 
Postwar Research 


Memphis, Tenn., Aug. 2.—The 
six primary branches of the na- 
tion’s cotton industry are making 
substantial progress in their cam- 
paign for a $2,000,000 annual post- 
war fund for advertising and re- 
search, the National Cotton Coun- 
cil reported today. 

The campaign calls for an as- 
sessment of 20 cents on each bale 
of cotton produced, with farmers 


to pay half of the total, and 
handlers and processors the other 
half. 

More than 2,400 individual con- 
tracts already have been signed 
between the council and cotton 
ginners, under which the ginners 
will guarantee payment of 10 
cents on each bale of cotton re- 
ceived from their farmer custo- 
mers. More than half of the 408 
cottonseed crushing plants have 
signed up to pay an assessment 
of 5 cents on each ton of seed 
received, equivalent to 3 cents 
per bale of lint. 


Handler Section 40% Complete 


The handler section of the pro- 
gram is about 40% complete. The 
sign-up among cotton spinners, 
who are to pay 5 cents per bale 
received at textile plants, is in 
its preliminary stages. 

While the council did not di- 
vulge the actual figures involved 
in the postwar budget already ap- 


publishing or radio? 


without charge. 


Ace, 100 E. Ohio St., 


likely looking veterans. 


Pitch In—Help a Veteran 


Know a World War II vet who craves a job in advertising, 


Do him a favor by telling him of Apvertistnc Acr’s free 
Job Hunter service, which brings vets and jobs together 
Have him write Job Hunter, ADVERTISING 
Chicago 11, for a free application 
form. Jobs of all kinds are available—all over the country. 
And if you’re looking for a good man for your own shop, 
ask Job Hunter to send you a file of applications from 


proved by its board of directors, 
Ed Lipscomb, advertising direc- 
tor, said that a substantial part 
of the fund will be devoted di- 
rectly to advertising and promo- 
tion of consumer products, with 
wearing apparel and household 
products first on the list. 

It is certain that the council 
will expand the fashion program 


it recently launched in Harper’s 
Bazaar, Mademoiselle and Vogue, 
and that it will add mass media 
later on. 


Cooperative Drives Planned 


Special attention will be given 
to cooperative campaigns in which 
the council matches funds set up 
by manufacturers of particular 


WSIX makes the perfect teammate for your adver- 


tising dollar, and here is why you will get a sure 
return: (1) An 81.5°% increase in WSIX's all-day 
average Hooper during the two years ending in 


January. 
any Nashville station. 


(2) The best daytime Hooper rating of 


(3) Outstanding shows of 
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both the AMERICAN and MUTUAL Networks. 
(4) WSIX is in the heart of the rich middle Tennessee 
area—a million manpower market that will continue 
to boom after the war. AND all of these potential 
buyers are waiting—first to hear about your prod- 


uct—second, to buy it. 
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classes of products. Two cam. 
paigns of this nature already ar, 
under way, one conducted in ¢. 
operation with the Textile Bag 
Manufacturers Association, th, 
other with the Cotton Insul: ition 
Association. The first of they 
campaigns already involves an ey. 
tensive list of farm magazines ang 
has resulted in the distribution 9; 
more than 1,500,000 copies . 
booklet instructing housewives jp 
the utilization of cotton bags fo; 
home sewing. 

Next approaches under the co. 
operative section of the advertis. 
ing program are expected to be 
made to manufacturers of cotton 
mattresses and canvas goods. 


Using Posters, Direct Mail! 


Currently, the council is en. 
gaged in an extensive poster and 
direct mail program addressed ty 
2,500,000 cotton producers and 
handlers in 17 states across the 
southern half of the country from 
North Carolina to southern Cali- 
fornia. This program is intended 
to speed up the fund-raising job, 
and to explain to contributors the 
necessity of united industry action 
to meet the intense competition 
which cotton faces from domestic 
synthetic fibers and paper, and 
foreign production during the 
postwar period. 

The council does not anticipate 
that the full impact of its postwar 
program will be felt until 1947. 
Its funds are to be collected largely 
during the cotton harvesting sea- 
son, and it is now too late for ful 
revenues to be expected from the 
1945 crop. 


ne 
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Butcher Resigns as CBS 


V. P.: to Write War Book 


Capt. Harry C. Butcher, USNR, 
vice-president in charge of the 
Washington office of CBS since 
1934, and with the network since 
1930, is resigning his position but 
will retain his affiliation with the 
network as consultant on public 
relations. 

Aide to Gen. Dwight D. Eisen- 
hower for the past three years, 
Capt. Butcher is now on leave, and 
plans to write a two-volume his- 
tory of the war tentatively titled 
“Three Years with Eisenhower,” to 
be published this December by 
Simon & Schuster, New York. 


WSSV Promotes Newman 


Cy Newman, assistant manager 
and program director of WSSV, 
Petersburg, Va., has also _ been 
named commercial manager. 


DISTINCTIVE OUTDOOR DISPLAYS 


UNRESTRICTED 
RECOGNITION 


Recognized small highway dis 
plays give your advertising mes 
sages 24 hours recognition—0 
minimum cost. No loss of effect 
iveness due to sign blackout 
regulations. More small disp!ays 
give greater repetition for your 
advertising dollar. 


Good styling, sound construction 
and continuously thorough mair 
tenance keep high the day-'ong 
recognition value of Nation® 
Advertising highway disp ays: 

Write today for de 

tailed informa ion 
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More than a million reader-friends regard the Chicago Daily News * BASIC 


4 
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as one of the good things of life. As good companion. As good counsellor. 
As an evening event too good to miss. 

And this same regard is shared by many advertisers. They recog- 
nize the goodness of the Daily News as Chicago’s home newspaper with 


the most desirable selected mass circulation in the Chicago market. They 


the Daily News than in any other Chicago newspaper— morning, evening 
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CHICAGO’S BASIC ADVERTISING MEDIUM 


*For foir comporison, liquor lincae omitted since the Chicogo Daily News does not accept advertising for alcoholic beveroges 
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General Mills’ Advertising Policy 


We were much interested in| gests an attitude of fair-minded- 
the statement of advertising pol-| ness towards competitors which 
icy which General Mills, Inc., in- 
cluded in its annual report, and 
which obviously was intended to 
meet some of the criticisms of 
advertising which have been cur- 
rent in the past few years. The 
company has adopted the follow- 
ing principles as the basis for its 
advertising: 

(1) Our advertising shall be 
factual, informative and educa- 
tional; (2) it shall render th: 
maximum of helpful service, and 
(3) it shall attempt to expand 
markets rather than take business 
from competitors. 

While the trend toward 
formative advertising has been 
strongly marked, and will un- 
doubtedly continue, we believe 
that any advertising program 
which aims merely at the distri- 
bution of factual information is 
bound to be incomplete, because 
it omits the element of persuasion 
which is the chief characteristic 
of salesmanship in print or on the 
air. General Mills’ advertising has 


most advertising of staple prod- 
ucts is definitely competitive in 
effect, if not in tone, because in 
presenting the superior qualities 
of a product comparison is in- 
evitably invited and demanded 
with competitive merchandise. 
Good advertising is intended to 
create a preference for one brand 
against another, and General 
Mills’ advertising, we suspect, will 
continue to perform that function. 

Critics of advertising who have 
alleged that most competitive 
copy merely switches brand pref- 
erence have overlooked one of the 
most important results of vigorous 
promotion, however, and that is 
that the market is always broad- 
ened through greater advertising 
effort, even though the copy may 
be of the most competitive char- 
acter. 

Cigaret and dentifrice advertis- 
ing are good examples. Copy in 
these classifications is almost in- 
variably comparative and compe- 
titive, and yet the combined ef- 


in- 


think it will probably continue/forts of all the competitors in 
to have. An increased content of|these fields has resulted in a 
useful and educational material | steady increase in demand for and 
will be helpful, but the sales | consumption of their products. We 
punch added through persuasive! think it is an excessive concession 
argument is what makes it ad-/|to those who decry advertising as 
vertising. an economic waste to suggest that 

The suggestion that General| competitive advertising does not 
Mills will get its business by ex- perform a useful function in 
panding markets rather than tak- broadening markets, because ex- 
ing business from competitors is! perience has demonstrated that 
also interesting to us, and sug-| this is exactly what happens. 


Use the Worker’s Language 


Alvin E. Dodd, president of the| the public,” he continues, “is sin- 
American Management Associa-| gularly weak when it comes to 
tion, whose comments on business| speaking to the members of its 
problems are almost invariably | own family, namely, its employes. 
stimulating as well as interesting,|; How often have we witnessed the 
has pointed out recently that em-| organization that is admired for 
ployers who use terms which are|its keen and felicitous treatment 
not familiar to workers run the|of customers become distrait and 
grave risk of being completely | self-conscious when it tries to un- 
misunderstood. The jargon of 
management experts, whose vo-| life with the people who make its 
cabulary includes such phrases as| products! How numerous are the 
“salary evaluation plans” and “em-|examples of written communica- 


ploye merit rating programs,”|tions to employes so puerile in | solution: 


and so 
that 


should not be used in explaining | tone 
management’s aims to employes. | structed 
As the result of ineptness 
getting across management poli- | the employe’s part!” 
cies to employes, Mr. Dodd says, Management’s ideas, 
not only annoyance but suspicion | words, need interpretation in the 
on their part is engendered. 
“Management, with its 
facility and success in addressing | only to management executives. 


maladroitly 
they 


con- 


bend and talk about the facts of | 


Advertising Age 


P | 
deserves commendation. However, | 


|advantages it 


1a 
a, PM 


th, 
51945, Chicago Tl 


—Lichty, Chicago Times 


"I merely asked him to write a simple ad combining the idea of returning 
soldier, sweetheart, a vine covered cottage, mother and Snodgrass horse- 
radish!" 


Progress in Labels 

Westbrook Pegler to the con- 
trary notwithstanding (see July 
Cosmopolitan), this department 
has long held the firm, if unpopu- 
lar, conviction that the grade 
labeling movement cannot’ be 
fought by shouting about the 
perils to free enterprise, Com- 
munism, left-wingers, dunder- 
headed ideologists in Washington 
and the sacred rights of national 
advertisers. 

Provision of additional quality 
information on products is some- 
thing which everyone is “for,” 
in the same sense that everyone is 
“against” sin; and if advertisers 
or manufacturers allow themselves 
to be classified as “against’’ some- 
thing that everyone is “for,” they 
are obviously sticking their necks 
out a good long way. 

It has been this department’s 
feeling that what is required in 
the grade labeling argument is less 
passionate name-calling and more 
enlightenment. In other 
“grade labeling” seems to provide 
an advantage to the consuming 
public, and who is there so bold 
as to stand in the way of such 
an advantage? But the point is, 
does it provide all or any of the 
seems to provide; 
and the additional point is, is 
there a better or an equally good 


|means of providing the advantages 


cannot but/| sound, 
in| cause annoyance or suspicion on|highly effective approach which 
| the grocery manufacturers 
in other| OW using, we understand, be- 


language of the worker, and not! 
great/in the technical terms familiar | , 


claimed for grade labeling, which 
would not include numerous dis- 
ruptive disadvantages which grade 
labeling might bring in its train? 
As a consequence, we are more 
than pleased with the intelligent 
approach to the problem which 
the Grocery Manufacturers of 
America has now adopted. The 
association has quit waving the 
flag and shouting “We’re agin it,” 
and has adopted the positive ap- 
proach of suggesting an alterna- 
tive—and very likely—a _ better 
Descriptive labeling. 
Much of the credit for the 
sensible and incidentally 


are 


longs to Mabel Flanley and Sally 
Woodward, a couple of girls who 


know their public relations and | 


heir women. The association is 


words, | 


ple in all walks of life interested 
in better labeling of the descrip- 
tive type, but it is also getting 
manufacturers to take a good look 
at their own labels, and to revise 
them so thoroughly that the label- 
ing problem may shortly solve 
itself. 


Public Service 

Station WEEI, CBS station in 
Boston, has been distributing half 
a dozen folders to the trade which 
are noteworthy because they stress 
the educational and public serv- 
ice activities in which the station 
is engaged, in many cases giving 
actual results achieved. One dis- 
cusses the station’s activities in 
connection with Massachusetts ag- 
riculture. Another discusses vet- 
eran re-employment and adjust- 
| ment. A third tells of the station’s 
_activities in connection with Vic- 
|tory gardens. Another talks of 
‘the special services rendered to 
/labor and management, while still 
another discusses promotion of 
| Boston’s blood bank, and the sixth 
|reports on the station’s educa- 
| tional programs for more or less 
| small fry. 

Under the general title, “To 
| promote the general welfare,” the 
| series makes an impressive group 
of “chapters from the book of 
WEEI’s public service to the peo- 
ple of Boston and New England.” 


Jottings 

Ralf M. Spangler & Asso- 
ciates, Hollywood public relations 
firm, reports that it thought so 
well of the headline, “Confiden- 
tially my business stinks” 
that it went out and got an ac- 
count to fit the headline. The 
account is Air-Fresh Service, Los 
Angeles. . . 

When magazine advertising of 
Bernard Originals brought hun- 
dreds of pleas from young women 
for the dresses shown, the St. 
Louis organization and its agency, 
Rollo Horwitz Advertising Com- 
pany, thought the situation called 
for more than the usual “Sorry.” 
They worked up a “medal of cita- 
tion for outstanding patience and 
loyalty to fashion and beauty,” 
filled it in individually with the 
and mailed it 


/enquirer’s name, 


inow not only actively getting peo- | out as a good will builder. . 


if s 
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be secured without charge frogmy "OS 
companies sponsoring them, jue "'’' ° 
through ADVERTISING AGE, by angio’ *! S 
national advertiser or advertisingmeU°”> 
agency executive writing on }; andising 
business letterhead. ” ~~ 
ja1es 
No. 2535. Representative Trafepende! 
sitads of 1944-45. ARD thr 
National Transitads has issyeggnt init 
this booklet containing example™™ the me 
of car cards which indicate som@mrt in th 
of the many techniques used pgmthe effe 
advertisers in this medium. Th refiecte 
pages of the booklet show manggns, tot 
types of products handled in @ questi 
wide range of illustrations, fro Locati 
simple poster type to more elabowm  —. 
ate paintings and photographs. “rg 
No. 2484. Toledo Market Map. RD are 
The Toledo Blade has issuegmroundir 
this market map of metropolitagps "ealiz 
Toledo, which shows the populamProper } 
tion divided into four economgp™ the | 
groups, based on rental values psiderati 
the 55 census tracts within tgpélities, 
city limits as established by thee the ar 
government. Detailed descriptiongm 0D°°™™ 
of the retail shopping aregggucture 
throughout the city are include f° | 
with their locations designated of" a 
the map for quick reference. Rone 
No. 2471. Fact Finders’ Secongiting fi: 
Annual Report to You. tory al 
The New York Post has issudggber of 
its second annual report coverngmp/ays @ 
interviews with active shoppers ig: Real 
Fifth Ave., Brooklyn, 34th St. angg ndicati 
miscellaneous stores. Percentagggpo" of 
figures in the report show whengénseme 
these people live, and their ageggSton © 
with following pages devoted #™ ‘he ty 
their reading habits—where more “USS 
ing and evening newspaper reader” ¢X2ct 
ers live, by boroughs, and mor age 


ing and evening coverage of Ne 
York newspapers by age groups 
How morning and evening pape! 
duplicate each other is shown, aml 
all of this information is presente 
opposite to comparable 1943 fi 
ures. 


ments 
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No. 2490. Parents’ Magazine’s Arg@ied ar 
nual Report to Advertisers. ed for 

A record of its advertising > 4 
January-December, 1944, has beem™® @Md r 


issued by Parents’ Magazine | | contro’ 


this report, which includes a table 
showing total pages of advertising 
carried by leading monthlies, 194 
and 1943, and a breakdown ° 
products by classifications, wi 
the number of pages and numbe 
of advertisers in each group. 


No. 2495. The Philadelphia Ma’ 
ket. 

Sales area maps divided ini 
routes, with tabulated market 42 
for corresponding areas and rou 
give a complete picture of t 
Philadelphia market in this »ook 
let issued by the Philadelphia Eve 
ning Bulletin. The compilatiol 
includes population, dwelling um 
radio homes, wholesale and ret@ 
outlets and sales. 


No. 2504. 
Way. 


Look at Fresno 


Postwar prospects for tiiows vou 
Fresno, Cal., market are ePh@Hio.)° ’ 


sized in this folder, issued )y tour contr 
Fresno Bee. Gains in pop" 
farm income, bank savings ; 
sales and other market inde> °S 2H» the 52g 
shown graphically, and the pay: 
phlet includes a map of th mar Part, Set 
ket area with a circulation , | 
down. 


No. 2508. Tracking Down. 


Findings of a survey of read" Sore 
of Macfadden Men’s Group -¥" 
they are, their occupations, 22% 
incomes, standards of liviny *”) 
brand preferences—are tab: /2t€8 
in this booklet, issued by “* 
fadden Publications. Mociation 
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‘ ARD and ‘Post’ 
Miart New Study 
{ Drug Stores 


philadelphia, Aug. 1.—Pooling 
pir respective research facilities, 
» National Association of Retail 
uggists and The Saturday Eve- 


nts 


ge tre ng Post are jointly conducting 
—_ , » first of a series of continuing 
“bs q,ptional studies on drug store op- 
Vertisin ations, management and mer- 
on _ygencising methods. 
“Biset up on a sampling basis, the 
dies seek the cooperation of 
e Tran[mependent members of the 


\RD throughout the country. A 
int initial statement was sent 
the members selected to take 
rt in the first survey, and proof 


S issue 
xample 
ite som 


used pamthe effectiveness of this message 
m. Thagreflected in the completed re- 
w manggns, totaling 1,750 or 40% of 
ed in M® questionnaires sent out. 

1S, from tocation, Size Considered 

» elabor 


joverning factors in the selec- 
n of respective members of 
RD are their location, size of 
roundings, and volume of busi- 
s realized. Additional evidence 
proper proportionment is drawn 
m the questionnaire itself by 
siderations of the site within 
alities, the time in operation, 
d the area of the establishment. 
oncerned with the physical 
cture of the store interiors, 
form requests information on 
h equipment as soda fountains, 
space devoted to prescription 
artments, type of flooring and 
ting fixtures, statistics on in- 


aphs. 


Map. 
$ issue 
ropolitay 
popula 
cOnomi 
ralues jj 
thin th 
by th 
criptio 
g are 
ncluded 
nated o 
ice. 


Second 


lL. tory and purchases, and the 
s issud™mber of both store and window 
covering ays at the time of the sur- 


Real estate data which could 
indicative of pride in the pos- 
ion of modern furnishings and 
angements is also sought in the 
bstion of ownership or rental, 
i the type of lease under which 
druggist operates. 
kn exacting compilation of sales 
ulations is an important part 
the survey form. What de- 
ments are featured, a detailed 
lysis of sales by departments 
ether with the number of cus- 
ers served daily by each, even 
the inclusion of prescription 
lls in a separate category, and 
isting of the four leading lines 


ppers 
. St. ang 
rcentag 
NW wher 
bir ages 
voted 4 
‘e morn 
er read 
d mor 
of Ne 
groups 
Z paper 
wn, an 
resente 
943 fig 


ne’s Ai@mied are revealed in the re- 
isers. Hgmed form. Of special interest 
ertising © a complete story on the 
ras beem™me 2nd number of stores retail- 


controlled household package 


PS 


wzine | 
; a table 
vertising 
ies, 194 
lown 0 
is, with 
numbel 
up. 


ia Mar 


led intd 
ket da 
d rou 

of the 
is book 


hia Eve 
platiogpWw many 

ng unl * 

ne oui?! kids eat your 


takfast food? 


no use your tooth paste or gar- 
r shoes or books? 

many kids have a teacher who 
your wares, your service, your 
/ or the way it serves in this 
merican system that has made 
try blessed? 


hers if you want kids to know! 
are hungry for information 
1 the best way to tell them is 
ages of their own official pub- } 
reaching a primary audience | 
- You can get all or any 
et the facts from State Teach- | 
azines, Inc., 307 N. Michigan 
Nicago |. 


3 America’s Most Influential 
Market 


I rgia C. Rawson, Manager 
IT 
: Teachers — 


MAGAZINES 


"ecla’ on of 42 state teachers magazines 


Lundy in New Post 

Roy Lundy, a veteran of 25 
years in advertising and promo- 
tion, has joined National Dehy- 
drators Association, Chicago, as 
director of public relations. 


Appoints Jim Ward 

Tufts -Edgecumbe, Inc., dis- 
tributor of Piper Cub planes for 
northern Illinois and owner of 
Palwaukee Airport, has appointed 
Jim Ward & Co., Chicago, to 
handle advertising. Newspapers 
will be used. 


Lane Will Head 


Radio Division of 
Field Enterprises 


Chicago, Aug. 1.—Howard Lane, 
for the past three years stations 
relations director for CBS, will 
join Field Enterprises, Inc., Oct. 1 
as general manager of its radio 
divison, Clem J. Randau, vice- 
president of the company, an- 
nounced this week. Mr. Lane’s 
headquarters will be in Chicago. 


The Field organization includes 


Stations WJJD, Chicago, and| 


WSAI, Cincinnati; the Chicago 
Sun and PM, New York, and the 
book publishing companies, Simon 
& Schuster and Pocket Books, 
Inc., New York. 

Mr. Lane will be appointed a 
director of WJJD and the Buck- 
eye Broadcasting Company, op- 
erator of WSAI. Before going to 
New York in 1943 he spent a year 
as central division stations rela- 
tions head in Chicago for CBS, 


and prior to joining CBS was) 


business manager of McClatchy 
Broadcasting Company, which op- 
erates five stations in California 
and Nevada. 


Cowilich to Cleworth 


William B. Cowilich, formerly 
with General Electric Company, 
Schenectady, and recently assist- 
ant secretary of the Institute of 
Radio Engineers, has joined Cle- 
worth Publishing Company, New 
York, as New England and New 
York representative of Plastics 
World. 


iF takes brains to make brawn such as this. ..to make the Macks, the 


Bp 
“ 


| 
| 


Autocars, the Chevrolets, Diamond T’s, Dodges, the Federals, Fords, G.M.’s, 


Internationals, the Studebakers, the Whites, you see lined up ready for 


another load. 


So you'll find in those 11 truck manufacturers 246 Business Week 


subscribers, 723 pass-along readers... management-men who know from 


experience where to turn for factual reperting and intelligent interpretation 


on which to base business decisions. 


This magazine isn’t made for dilettante duty. It’s made for the heavy duty of 


decision-making men. So, wherever you find management-men, you'll find 


Business Week... at work! 


You have many things to say to management-men 


and ‘one best place to say them 


6 oy { i 3 J . . " ie 
- | a eee o 
cy, “ 
: a 
' : | moenranen a 4 
yy ie 
| ee : 
nr : (aiake 
Dt 
‘ues 
=. 
ee 
i ahh 
* 
st 
P 4 3. om ei bi < ain 
a eee ee Bite yaad j 
oe PERSO HH ( BP ee: 
Fe > _  s Are | i mit i ~, a al 
a . b : ok a S i 7 i : 
— ee rt wei. ta mgs a 
ae ee : it Bit ‘ 4 ; : . : a ‘ eal 
: = = 3 $2 Fs & C Be ‘ E “5 ia 
4 Beees: ts k ; — fe a 
-— | 23 ae 2) See 1 f 4 
f ee Fil Sit te) Bi mig tee e 4 j / ee 
oe })) tie 114 | 
i oo = § ics pial om ie. PEs 
} ae gee Se Oe te eee 
Hi by eee —- es hy ia | eo ’ poe “iy ae Wh ig es ‘ < mi 
' me 4 ees 2 ca = ae Br: ; ia ee eee ee ee * « Pi 
fe > coe MOFEM & MAYER Bia a a _ am an er ae see a 
ae Eb ae ees : eae Sipe int 
' a pe eal ed Sse ee er ——— ae — ae, ad J preg 
: oe ET ‘ x nee al met ; “ : a 
- —— : ‘ ESR ‘i f " ‘ une ee 
an me *j _ . —" | a Se) a : si 
iF}; ‘ bh bac ’ r | ames eR P en a j 
t ar * a> 3 ee —" ee oS 
r x ; - £ = CSS. = ae 
Ss > —_— Pe : oT . a aa os haere ; a 7 - 
j 4 - \ agg se Cont a ; > ail hs — oe nas S 
4 Seg! ee rs — e- Beets ; 
be ig SE Sia ig Pee, "3 as 2 i eal eee s 
‘Vein eee a aan - 7 7 - id . ce oe i pins , “pes a : - * . aes P et 3 , 5 : : 
2 * a . ae ans ae ~ os. See ‘ 
- s Fe “f ee Lee % » 3 . rs ‘ c 
Lt Sie a | = ' a a 
: ' we RE ; s 
i y | tem : . no * 4 ~~ ; 
r ‘ee ke sé te 4 
: Chee hy ‘ ae 
2 ; — = ey - 
| ee 
| : 
| oo 
| ee 7 
| ais 
| t ” . 
| ee a 
| 
rs oe 
a 3 
n | ee wii 
| ee es 
ee 
i - 
ee re 
a 
1 its 
yu atondel ; : ea ee the 
s, retailgmech j 
e s arg in the 
a a 
he Malay 
» breakaes Mv 
ve | i : 
a | 4 satel 3 
. ° | | 
re | 7 
ry Ma ' = ee F 


14 


whncixtee 
re a new discovery 


' thet bans rust from steel? 


Oarermaroes oF 


TO EXECUTIVES—Standard Steel 
Spring Co. tells a competitive story 
for its steel Corronizing process in this 
page ad, to run in August and Sep- 
tember issues of business publications. 


Builds Demand 


for ‘Corronizing’ 
in New Ad Series 


Coraopolis, Pa., Aug. 1.—Con- 
vinced that there is a big postwar 
application for its Corronizing 
rust-proofing process, Standard 
Steel Spring Company has revived 
consumer and trade advertising 
of this “phenomenal new alloy 
‘armor’ for steel.” 

The public still can’t find a 
product employing the patented 
Corronizing process, but the com- 
pany is whetting consumer curi- 
osity—and building potential de- 
mand—via a series of 650-line ads 
scheduled twice monthly in 52 
newspapers of 43 major markets 


“Definition of a 
Summer Resort: 
A fine plice 
for 


grass widows 
to make hay!” 


TilTie ‘ age, UO U 5; 


= 


Have you put 


Stanley’s “magic” 


in your postwar 


selling program...? 


Exclusive 
National 
Representatives: 
.. 2: GRR errr err Buffalo 
A ee ee Cincinnati 
Ei nas oik ad ch Aaees baa DOES Duluth 
CC ESS rere tc Ty Fargo 
0 hae err Indianapolis 
WJEF-WKZO....Grand Rapids-Kalamazoo 
ch eGhbs.64yd4 cae bh eae ea Kansas City 
ere Fo Louisville 
SE © ach wana hee ee Minneapolis-St. Paul 
. arenes 
| CPE roe ere re St. Louis 
Sse errr se Syracuse 
lOWA 
) | eee Des Moines 
EE 6bh a4 they ee% Gis bern ete tee Davenport 
EL, 34054 eensb4RRi PEARS KOS OO Shenandoah 
SOUTHEAST 
0 ree es errr Baltimore 
. Serer te 
> Jebus Lea ceeadk ebacee Columbia 
Re eer erer Raleigh 
EE << tro Senwesnraneiehsannee Roanoke | 
SOUTHWEST 
SER re rere eo 
KEEW : errr Per Brownsville | 
KRIS .....Corpus Christi | 
Kx YZ eTTee et Houston | 
KOMA ..Oklahoma City 
CED -s.vis Kaun bSaN dea ewe dee cee Pelee Tulsa | 
PACIFIC COAST 
KOIN - ..Portland 
i. |: ret Tee 
and WRIGHT-SONOVOKX, Inc. 


* 
For latest radio information, call 


FREE & PETERS, inc. 


Pioneer Radio Station Representatives 
Since May 1932 


CHICAGO: 188 No. Michigan......Franklin 6873 
NEW YORK: 444 Madison Ave Plaza 5-4130 
ATLANTA: 322 Paimer Bidg. ..Main 5667 
SAN FRANCISCO: II! Sutter... .. Sutter 4353 


HOLLYWOOD: 638! Hollywood Bivd.Hollywood 215! 
OETROIT: 645 Griswold St. Cadillac 1880 


Man-made “magic”, it is said, once saved Stanley from 
native spears during his epic search for Dr. Livingstone. 
Stanley's “magic” was simple enough. 


He merely focussed the hot rays of the sun through his 
watch crystal on dry grass. But the resulting flame 
transformed him from an intended victim to a wor- 


shipped god! 


Skillful use of “focussing” saved Stanley’s life! 
* * * 

Today, many manufacturers of industrial products 
are employing Stanley’s ‘magic’ to kindle new and 
profitable business. They have found that by focus- 
sing their advertising through Business and Indus- 
trial publications, they directly reach their best 
prospects and customers in greatest concentration. 


| throughout the U. S. when it sidetracked the promo-)| processes, Standard Steel Spring) sistance against all leading py, abel 
| In addition, Standard Steel| tional effort temporarily because} believes it has a strong selling|cesses known before, “not on), Mag 
|Spring is using a series of page|of expanded war _ production.|story. Right now, it isn’t hazard-| survived all the others, but dig < tel.’ 
| advertisements in 18 business ex-| Copy calied attention to the Cor-|ing a guess on how many manu-|up to four times longer!” # 7a 

/ecutive and trade publications,| ronized label to be carried on|facturers and fabricators eventu- “Progressive manufacturers ap, sat 
with strong, provocative copy pro-| postwar steel products employing| ally will use Corronized metals, or | retailers will soon be able to } ring as | 
claiming the merits of Corroniz-| the process. Highly satisfied with|how many individual products| you steel products that can out. a iv 
ing. the initial response from fabrica-| can employ such metals. last any you’ve ever owned by ch 6 

tors, manufacturers, and distribu- ra a much as 4 to 1,” the ad prom ise: fF... 
Introduced in ’43 tors, as well as the general public, It’s ‘Four to One “The automobile duane : te rust” | 

The company introduced this| Standard Steel has broadened the But in the newspaper copy run-| mous for leadership—may be or. 

“postwar miracle” with an ex-|scope of the renewed campaign] ning this week, it tells the public] of the first to offer this sensa’ onal — 
tensive newspaper campaign,|now under way. that Corronized steel, discovered | advantage.” } a = 
launched in October, 1943, and Although it faces competition| shortly after Pearl Harbor and The ads illustrate product, _ = 
continuing until last November,|from established rust - proofing| scientifically tested for rust-re-| which may carry the Corro ized - . 
bnd it 
ah _- 


If you have a product or service to sell Industry, tf 


most efficient means of reaching the men who bu 
recommend, or influence its purchase is through th 
publications these men read consistently to impro 
their business interests. 


There are Business and Industrial publications f 
all industries and for many individual fields of i 
dustry. They are edited for and read by the key me 
in these fields—men interested in the news of neq 
products and services, time and money saving & 
velopments, industry trends and business forecas 


This intensive interest enables Business and Ind 


cover-to-cover readership. 


In developing your selling program, remem 


: 
trial publications to enjoy an enviable degree Gay q 


Stanley’s “magic”! He accomplished his purp0 
with only a small glass—but he focussed it on 
right tinder! Let Business and Industrial publi 
tions serve as your medium for focussing on @ 
right men—the big-unit prospects for your produq 


or services. 


McGRAW-HILL 


PUBLISHING COMPANY - INC. 


Headquarters for Industrial Information 
330 WEST 42ND STREET, NEW YORK (18), \-*: 
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E profM™abel, pictured resting on ajfields. Manufacturers and sales 
t oni Magic Carpet’ to longer life for | executives are told not to confuse 
did jee.” These include such items Corronizing with other metal 
washing machines, steel cabi-| coatings, that it provides a per- 
Sa vets, fencing, pails and other} manent alloy “armor” with five 
O bringf/netal containers, screens, wheel-| layers of defense against corro- 
in out.Mparrows, etc. Each advertisement} sion. 
1 by alfichows the “Corronized against “It becomes part of the steel 
Omises Myst” label. base ... can be worked in any 
— fa. manner,” the ads point out. ‘“Per- 
be one Same Story to Trade mits using lighter materials by 
sational A similarly competitive story is | prolonging steel’s period of great- 
told in the publication series ad-| est strength.” 
ducts Miressed to business executives} MacFarland, Aveyard & Co., 
TOnizedfi.nd the automotive and metal| Chicago, handles the account. 


Names Raymond Spector | Agricultural Net 
Young America Films, New| 


York, newly formed by youny Starts Aug. 15 


America to produce and distribute , 
educational films for schools, has| St. Paul, July 31.—Comprised 
appointed Rayiaond Spector Com-|of 72 stations in 12 midwestern 
pany, New York, to handle adver-| and northwestern states, MVN, 
tising. the Mississippi Valley Network, 
is scheduled to start operations 
|Aug. 15, John Boler, president, 
| announced today. 

States covered by the agricul- 
tural network include Montana, 
Nebraska, the Dakotas, Kansas, 
Minnesota, Iowa, Michigan, Mis- 


Heide to Kelly, Nason 


Henry Heide, Inc., New York 
manufacturer of candy and bak- 
ing products, has appointed Kelly, 
Nason, Inc., New York, to handle 
advertsiing. 
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Kindle New Business 
By “Focussing” Your Messages Through 
These 24 McGraw-Hill Publications 
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here ts No Substitute for Sound Industrial Advertising! 
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| souri, Illinois and Indiana. 


Officials of the web, in addition 
Mr. Boler, are Don Clayton, 
vice-president and general man- 
| ager, St. Paul; William E. Ware, 
sales account executive, Chicago; 
William Ogden, account executive, 
New York; E. Iverson, secretary, 
| and Jeanne Fagan, publicity direc- 
tor. 


| 


North Joins Picard 


John H. North has been ap- 
pointed manager of the agricul- 
tural department of Picard Ad- 
vertising Company, New York. 
He formerly was sales and adver- 
tising manager for the Acme 
Shear division, Acme Bridgeport 
| Company, Bridgeport, Conn. 


Esty Names Taylor V. P. 


William B. Taylor, just re- 
| turned from active duty with the 
| Army Engineer Corps, and for- 
merly an account executive of 
J. M. Mathes, Inc., New York, 
has been appointed vice-president 
and account executive of William 
Esty & Co., New York. 


FACTS 


to remember 


in selling to” 
Architects, Engineers 


and Designers 


THE 
FACT 


The time to start selling the 
product, material, or equipment 
you hope to take orders for in 
°46 and ’47 is NOW. 


= 


— 
— 


THE 
PROOF 


Why? Because building designers 
| must include these in their pre- 
| liminary plans. One of America’s 
leading architects says: “The 
| great American public has indi- 
| cated...first, that it wants 
labor-saving layout, finishes and 
| equipment... and, secondly, it 
wants them integrated into a 
smooth and consistent whole.” 


= 


os ee 


| MORAL -— 
FORYOU -— 


Begin your postwar promo- 
tion now in Pencil Points — 
_ PROGRESSIVE ARCHITEC- 
| TURE. Enable the architect to 
design your products into build- 
ings. Time is short! 


Send for 
folder describing 

MATERIALS and METH- 
ODS section and how this 
editorial feature means ad- 
vertising results for you. 


_ PENCIL POINTS © 


PROGRESSIVE 


ARCHITECTURE 


A Reinhold publication 
330 West 42nd Street, New York 18. N. Y 
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Edison Campaign 
Promotes Chicago | 


Chicago, July 31.—To empha- | 
size the strategic advantages of | 
Chicago for industrial, commercial 
and residential location after the 
war, an intensive newspaper and 
business paper advertising pro- 
gram is being launched this week 
by the Commonwealth Edison 
group of companies. 

Mayor Edward J. Kelly himself 


anncounced the campaign follow- 
ing conferences with Charles Y. 
Freeman, Edison chairman. 

The campaign is designed to at- 
tract new industries and retain 
war plants now operating here, 
and will stress Chicago’s hub lo- 
cation for rail, water, air and 
motor transportation, its fame as 
the “great central market,” its 
leadership in steel industry, food 
processing and finance, and its 
adequacy in the supply of labor, 
electric power and oil and coal 
reserves. 


Pointing out that Chicago’s 
Servicemen’s Centers have spread 
the name of the city, its hospital- 
ity and kindness, to every corner 
of the world, Mayor Kelly said 
the organized effort by the utility 
group “should go far in helping to 
change much of the thinking about 
Chicago resulting from previous 
long years of bad publicity.” 

Starts in Dailies 

The ad series will start with a 
1,500-line insertion in Chicago 
dailies, and will be scheduled in 
leading papers in other midwest- 


ern and eastern metropolitan cen- 
ters, as well as in a number of 
financial and business papers. 
Foote, Cone & Belding, Chicago, 
is the agency. 


E-W Transfers Accounts 


The Toronto office of Erwin, 
Wasey of Canada will in the fu- 
ture place advertising for a num- 
ber of accounts formerly handled 
by the New York office. These 
include Kreml hair tonic and 
shampoo, Barbasol Company and 
Musterole Company. 


EXAMPLE NO. 5*: The ‘‘Gold List” customers of 


THE RIKE-KUMLER 


COMPANY, Dayton, Ohio 


The “Gold List” of The Rike-Kumler Company,a leading 
Dayton department store, is made up of patrons who 
maintain larger charge accounts, buy in the store’s better 
departments. Recently, Fact Finders Associates, Inc. sent 
to 1000 such customers a questionnaire asking: 


(1) “What are your first and second choice magazines?” 
(2) “What magazines (all kinds) do you read regularly?” 


In reply, these top customers voted “Time is our first 
choice magazine” by a margin of 2'2 to 1 over any other 
which carries advertising. And more “Gold List” people 
say they read Time regularly than read any other ad- 
bearing magazines except multi-million-circulation Life 
and Saturday Evening Post. 


Similar surveys in cities across the country are showing 


BOSTON 


Your best customers 


TIME tops 


similar returns. And this isn’t surprising. For throughout 
the U. S. the more-than-a-million families who read TIME 
are a “gold list” for national advertisers who sell to and 


through department stores. 


For example: Time families have $3,000 more a year than 
the average buying family—and consistently put a lot of 
this extra income into extra purchases of extra-quality 
clothing, drug products, furniture, household accessories. 
They set the better-living and better-buying standards 
which millions of other American households copy. 


So if you want your advertising to reach your own “Gold 
List” customers, you can do it best in the pages of the 


magazine they like best—in Time. 


. . « Hutzler Brothers, Baltimore . . . 


“Examples already cited: Joseph Horne Company, Pittsburgh... Rich's, Atlanta 
B. Forman Company, Rochester 


vote 


eErrorr 


SAN FRANCISCO 
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‘Associated Signs 
17 Outlets for 
5th Radio Web 


Grand Rapids, Mich., Aug. | — 
With a goal of 35 key markets 
Associated Broadcasting Corpora. 
tion has announced 17 outlets now 
signed for the nationwide network 
of straight affiliates and cooperat- 
ing alternate stations. 

The stations and their contrac. 
tual relationships are: 

WMCA, New York, cooperating: 
WOV, New York, alternate; WJJD, 
Chicago, cooperating; WIND, Chi- 
cago, alternate; WMEX, Boston, 
cooperating; WITH, Baltimore, co- 
operating; WWDC, Washington, 
cooperating; WLEE, Richmond, co- 
operating; WWSW, Pittsburgh: 
cooperating; WBNY, Buffalo, co- 
operating; WTMV, St. Louis-E. St, 
Louis, cooperating; WMIN, Min- 
neapolis-St. Paul, cooperating: 
KNAK, Salt Lake City, cooperat- 
ing; WFOX, Long Beach-Los 
Angeles, cooperating; KLS (to be 
KWBR Sept. 10), Oakland, co- 
operating; KSAN, San Francisco, 
cooperating; KWJJ, Portland, co- 
operating; KRSC, Seattle, coop- 
erating, and KMYR, Denver, 
cooperating. 

Station WCKY, Cincinnati, not 
an affiliate, will provide facilities 
for Associated programs upon re- 
quest for availabilities, it was 
reported, 
| Leonard A. Versluis, owner of 
| WLAV, Grand Rapids, and presi- 
dent of Associated Broadcasting 
Corporation, said last week that 
plans are under way to sign addi- 
tional affiliates in Detroit, Holly- 
wood and Philadelphia. 


Nettleton Rejoins Hoyt 


Lt. Edward T. Nettleton hs re- 
joined the Charles W. Hoyt Com- 
pany after a three year leave of 
absence with the Navy. In addi- 
tion to account executive work, 
his new assignments will be in 
connection with Hoyt’s recently 
completed survey of postwar 
travel plans. 


Joins Jones & Brakeley 


Quentin I. Smith, formerly ac- 
count executive with Albert 
Frank-Guenther Law, Inc., New 
York, has been appointed office 
manager and account executive of 
Jones & Brakeley, Inc., New York. 
He will continue as advertising 
consultant to the Treasury De- 
partment in New York State on 
a dollar-a-year basis. 


Two In a Row! 
First Time In 
Jaycee History! 


The Winston-Salem Junior 
Chamber of Commerce has just 
won the Henry A. Marks trophy 
for being the outstanding club in 
the United States. 


| 


This honor has come to the club 
for the second year in succes:ion 
ae marking the first time in 
Jaycee history that one club °25 
_won this outstanding award tw ce. 


nd 


re 


_ Winston-Salem Jaycees 
their successful activities 
added proof of Winston-Sa!°ms 
reputation for being a city mde 
|up of ACTIVE people. 


| 
JOURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 
KELLY-SMITH COMPANY 
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Two Views of Continental Oil Company's Ponca City Refinery 


cf the nation’s largest refineries. 


\ 


All told, these refineries have a 
i gp. total crude capacity of over 135 million barrels 
“per year and pay out millions of dollars annually 
for improvements, maintenance and pay rolls. 
; Refinery employees, being skilled workers, re- : 
rophy ceive higher than average wages and provide F \\ 
well for their families. This means a better a 
. than average demand for your product .. . 
ea especially so, when you TELL and SELL them on 
| its merits through the pages of the newspapers 
aren ; THEY READ! 
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NRDGA Reports Record 
Store Sales, Profits 


Profits before taxes ana sales of 
288 stores reporting to the con- 
trollers’ congress of the National 
Retail Dry Goods Association 
reached a new high in 1944, re- 
ports Kenneth P. Mages, general 
manager of the group, which has 
issued “Departmental Merchan- 
dising and Operating Results of 
Department and Specialty Stores.” 
Aggregate sales volume of the 


288 stores reporting to NRDGA 


EYE’ CATCHERS 


p AA Le 


FREE! esis’ 


photos. All lines business 
‘ Ca situations. Top 


10,000 
jects available Money 
saving subscription plan. 
NOT STOCK PICTURES. 
FREE proofs and details 
on request. No obliga- 
tions. No salesmen. 
EYE*CATCHERS, Inc. 
10 E. 38th Street 
New York 16, N. Y. 


| 


| time highs, 


amounted to $2,258,587,000. 

Wartime factors produced all- 
but a corporate tax 
rate of about 70% reduced an 
11.4% increase in sales to a little 
less than one-third of that figure, 
the study reveals. The number 
of transactions increased only 6%, 
it was pointed out, thereby ac- 
counting for an increase in the 
average sale for the spring and 
fall seasons to $3.28 and $3.46 re- 
spectively. The report this year 
includes a table showing total 
store data for selected items for 
1935 through 1944. 


Adds Rumford Division 


H. B. Humphrey Company, Bos- 
ton has been appointed by Rum- 
ford Chemical Works, Rumford 
R. I., to handle advertising for 
| Quadrafos and other products of 
its chemical division. The agency 


mod fine photog-| has handled Rumford’s baking 
raphy. Statins, pull of powder division for some years. 


Rejoins Meermans 


J. C. Patterson has resigned as 
sales manager of F. P. Rosback 
Company, Benton Harbor, Mich., 
to rejoin Meermans, Inc., Cleve- 
land agency, as account executive. 


> 


Tyriver to Pepsodent 
R. E. Tyriver has been ap- 
pointed eastern regional sales 


manager of the Pepsodent division 
of Lever Bros. Company, and will 
maintain headquarters in New 
York. He has 25 years’ experience 
in sales and sales management in 
the dentifrice, soap and toilet 
article fields. 


Sends Free Edition 


The Evening Courier, Lincoln, 
Ill., is sending free of charge a 
semi-monthly overseas edition to 
all Logan County members of the 
armed forces serving overseas. An 
eight-page tabloid, the paper con- 
tains purely local news and pic- 
tures. 


Baker Promotes Two 


G. B. Hafer, manager of the 
Chicago office of J. T. Baker 
Chemical Company, Phillipsburg, 
N. J., has been appointed general 
sales manager of the laboratory 
chemical division. Charles H. 
Slater, divisional sales manager 
of fine and industrial chemicals, 
has added the additional duties 
of supervision of advertising and 
publicity. 


YOURS FOR THE ASKING 


“way” with 


Just oft the press. First edition of the ladies in 655 principal towns 
or eral 945 Consumer A - ‘ 
Tells what brands of food, fae throughout Nebraska and southwest- 
sundries customers in this s . . 

What make of autos and’ appliunees ern Iowa. It is, by ABC count, a 


they plan to buy—service shops they 
now patronize. Free to executives 
Request from our National Advertising 
Department. 


major or dominating influence in 569 
of these towns. 


...in Omaha and Ogallala! 


Want to make friends? Use the paper 
that influences people! For example, 


The World-Herald has a 


Such thorough coverage of the 103 
counties in this wealthy, active market 
gives sock to your selling. Your mes- 
sage reaches more than 208,000 fami- 


COVERS NEBRASKA AND S.W. rowav! 


"T've Got a Way with the Ladies... 


ied 


lies, every other one in this entire 
area. 


Incidentally, if you’d like te know the 
present buying habits and future plans 
of the Greater Omaha Market, there’s 
an up-to-date survey for you in the 
panel at the left .. . 

*Ogallala is located 330 miles west of Omaha— 


has 790 families, 88% of whom are World-Herald 
daily subscribers. 
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WORLD-HERALD 


OWNERS AND OPERATORS 


OF RADIO Stat 
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National Representatives, O'Mara & Ormsbee, Inc 


New York Chicago. Detroit, Los Angeles Son-Francisco 


Net Paid Circulation, June, ‘45, Average—Daily 208,204, Sunday 210,316 


Advertising Age, August 6, 


Tom Buck, ass’t promotion mgr. of Life, is recuperating at De 


ware Hospital, Wilmington, after a crack-up at the Wilmingt 
Airport in his own plane on June 22. . . Lt. John William Bir. 
USNR, prewar ass’t to the v.p. in charge of operations of Color 
Airlines, and Ann Ward Kilbourn of South Norwalk, Conn., w: 
married July 18. Lt. Birch, survivor of the USS Wasp which \ 
sunk last summer, will return to duty in the Pacific. . . A quar 
of a century’s service with Underwear & Hosiery nreview—t 
record chalked up by Carl H. Eiser, pres. of Knit Goods Publi: 


1'ornesn @® 


ing Corp.—was celebrated at a luncheon July 13 at the Vander- 


bilt Hotel, 
U&HR and Lingerie Merchandising. 


New York, tendered by the combined staffs of tc 


Capt. James Kobak of the 86th division just back from Europe. 


son of Edgar Kobak, Mutual pres., is father of a second son, Joh: 


born July 20 at Harkness Pavilion, NY. His brother, Cpl. Edwa 


H. Kobak of the 154th Weather Reconnaissance, and formerly wi! 


NBC’s internat’] div., has returned from duty in the Mediterranea». 


Both boys are awaiting redeployment to the Pacific. . . 
New officers of the New York State Magazine Reps Club a 


d 
h 


re 


James Alden, This Week Magazine, pres., and William Brassington, 


True Story, sec’y-treas. 
lace Goldsmith, is in New York for a visit at the head office. . . 


. . McCann-Erickson’s Havana mgr., Wal- 


Richard A. Strickland, publicity mgr. of G. M. Basford, and 
Mary Louise Cunningham, ass’t sales director of Soya Corp. of 
America, will be married in late October. Charles G. Peck, eastern 
ad mgr. of New Jersey Farm & Garden, and Marie C. Sipp, Movie- 
Makers treas., were married at Lake Mohawk, N. J., July 7. Col. 
Roy W. Winton, Movie-Makers managing director, gavs: the bride 


in marriage. . 


Robert Saudek, back with the American Broadcasting Co. where 
he is sales service mgr., after working from May until January last 


year with the OWI as manager of its radio station, ABSIE, 


in 


London, is off to Denver where he’ll conduct several symposiums 
at the U. of Col. Summer Radio Institute. His topic will be inter- 


national radio. . . Samuel W. Meek, JWT v.p., 


is back from a trip 


to England, France and Germany where he was on temporary duty 


for the Army... 


Thirty years of publishing were celebrated recently by the Popu- 
lar Science Publishing Company, as well as Popular Science 
Monthly’s 73rd anniversary, at a luncheon at the Hotel Governor 
Clinton, New York, with Godfrey Hammond, pres., emcee-ing, and 
the three founders of the company in attendance—Henry J. Fisher, 


now chairman; R. C. Wilson, now v.p.; and Oliver B. Capen, 
director and former pres. Another former pres., 


a 


A. L. Cole, also 


attended. Diamond wrist watches for the women and gold pocket 


HARMONY BY HANLON—Walter Hanlon, at a recent annual sales meeting 


of Macfadden Women's Group, 


celebrates his 10th anniversary as advertising 


manager by leading a two-piece band composed of salesman Nate Grabin 


and promotion manager Charlie Terwilliger. 


watches for the men were presented to nine employes who ha\ 


been with the company from 20 to 30 years... 


Friends and co-workers of Elon Borton, the new pres. of the A‘ 


vertising Federation of America, attended a luncheon which 
arranged by William R. Stewart, publishers’ rep., in Mr. Borto 


honor Aug. 2 to express their regret at his leaving Chicago, and ' 
wish him success in his new job. Later that day, members of Al: 


gave a cocktail party, and a luncheon will be given Aug. 7 by 
Salle Extension University. . . 


Col. Robert R. McCormick, ed. and publ. of the Chicago Tribu 


was guest of honor on his 65th birthday, June 30, at a dinner at .. 


Palmer House attended by 1,100 people. Gov. Green, Sen. Bro: «5 


and Mayor Kelly were among the speakers. . . A luncheon was gi 
July 24 at the Brown Derby, Hollywood, in honor of Justin Mil 
president-elect of the NAB, by Don Searle, v.p. of the Ameri 
network. Bill Ryan, mgr. of KFI and district mgr., NAB; Cl 
Scott, gen’] mgr., KECA, and Maj. Purnell Gould, former co! 
mgr., WFBR, Baltimore, recently placed on inactive status by 
Army, were there... 

Boris Chaliapin, famed for his Time-cover portraits, is in Chi 
to paint a portrait of Comdr. J. G. Sample, of Dancer-Fitzger 
Sample, who is now on inactive duty in the Navy... Melvin F. H 
pres. of the Melvin F. Hall Advertising Agency, Buffalo, has b 
appointed chairman of the publicity committee for the United ° 
and Community Fund drive in his city. . . 

Russ Cunningham, public relations director of Henri, Hurs' 
McDonald, Chicago, has a surprise visitor in town. It’s his 
Russ R., Radioman 3/c, who’s spent the last 18 months just 
Tokyo’s shores in a submarine. . . 
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WHAT CONCENTRATED 


COVERAGE MEANS 


The executives in the manufacturing end of the ceronautical industry are too busy 


to waste time looking through so-called ‘‘all-coverage” magazines for information 


which — as they have learned — may not be there. 


This experience has resulted in their reliance on AERO DIGEST’S Manufacturing 


Edition, concentrated — no waste — coverage in one magazine, for authoritative 


* 


information on the manufacturing problems of 
their industry. 

These men realize that AERO DIGEST saves 
them time and money because today — more than 
ever before — time saved is money saved. 

Manufacturers of aeronautical products can also 
save time and money by concentrating their ad- 
vertising in the only aeronautical magazine that 
gives them concentrated — no waste — coverage. 


AMERICA 7 PREMIER AERONAUTICAL MAGAZINE 
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With Snyder Taking Control, 
War Agencies May Decline 

Washington, Aug. 2.—Now that 
the Mead committee has asked 
that John Snyder, war mobilizer 
and reconverter, have more to say 
about wartime controls, perhaps it 
will work out that we will even- 
tually have a grand merger of the | 
rapidly deflating alphabetical war | 
agencies. 

While many problems are still 
with us, agencies like WPB are 
finding their functions evaporat- 
ing as war work is cut back, and 
many prominent officials believe 
it will eventually be wasteful to 
continue so many specialized out- | 
fits. 


At the present, for instance, 
75% of WPB’s headaches are in 
chemicals, textiles and _ forest 
products. A few months from | 
now, the work remaining may 
not be sufficient to warrant all 
the administrative machinery 
necessary for an_ independent 
agency. 


If current discussions are on the 
right track, these regulatory func- 
tions could be transferred to Mr. 
Snyder, while the statistical and 
fact-finding functions would go to 
Commerce and other agencies, | 
As a result, it is argued, many of | 
the valuable research projects and | 
industry advisory committees 
would be integrated into the per- 
manent government machinery, | 
while the regulatory tasks could | 
be liquidated as Mr. Snyder fin- | 
ished them. 


| 
| 
| 
| 


ca a6 * 
Crusade: There may be plenty | 
of argument whether the “na-| 


tional job budget’? which Senators | 


Murray and Wagner are sponsor- | 
ing in their “full employment | 
bill” will provide useful work for | 
everyone, but it is a sure thing | 
that it will mean a prominent | 
role for government in the post- 
war world. Testimonials collected 
by the sponsors from 32 govern- 
ment agencies indicated general 
agreement on the need for “full 
employment,” little opinion about 
the merits of the “job budget” 
based on governmentally com- 
puted forecasts of public and pri- 
vate spending. Reading the pres- 


pean 


A ensassy 


I a 


/. More key 


officials in Wash- 


gton reac TIME regularly than 
iany ctnher magazine, however 
Ss circulation. 
PR Tne members of Congress 
vote TIME the most important 
U.S. magazine that carries 
; ¢icin 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20,N. Y. 


a Ves! 


By STANLEY E. COHEN, Washington Editor. 


one 


ent bill, which declares everyone 
is entitled to a job, but merely | FCC may be found in its renewal | 
sets up procedures for an annual 
statistical study of the economy, 
trade association executive | 80% 


commented, “Once it was ‘two, 
|chickens in every pot,’ then it 
was ‘the new deal,’ now the cure- | 
all seems to be ‘full 
ment.’ ”’ 


cial, but argued that ‘a public; military cutbacks have elimin 
service program, when spon-/|the need for complicated go, 


employ- | ice.” 
“it never has and never intends to (on schedule. The industry 

= 9 |allow a commercial program to/|tion, stated by Congressman 
Sign: A lot has been written | crowd out a worth while public | Hartley of New Jersey, g: 
about BBCizing American radio,|service feature,” supporting its| ground when WPB last week 
and government hostility toward | position with a detailed record of | revoked set-asides on worsted 
commercialism, but concrete evi-| public service activities. woolens, and predicted a gr« 
dence of the sincerity of the new r, ies |supply of topcoats, overcoats 
Troubles: That low-priced cloth-! dresses by fall. Chairman } 
ing program at OPA and WPB is says it’s bad sense to buy 
causing plenty of grief, with the | quality textiles now because | 
clothing industry arguing that expecting plenty of fine \ 


| of the license of KTUL, Tulsa, | 
after the station admitted that 
of its schedule was commer- 


sored, was no less a public serv-|ment controls, and OPA insi: 
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hirts and underwear to reach the|opening of continental paper|proving its case, nothing is too|to avoid striking of such bones as 
narket by Christmas as a result| plants, and restoration of full pulp|much for FTC. Take the Shield|the breastbone and ribs.” There- | 
,f a complete change in military|shipments from Sweden. FEA’s|of Faith Bible for instance, which,|fore, FTC concluded, a metal 


re Europe, reports that Europe’s pulp|to provide protection for soldiers | protection. 
Dilemma: The publishing indus-|and paper industry is intact for| from bullets or bayonets. An FTC | oe 
it appears, has a two-way|the most part, but lack of coal|order refutes this, insisting that Addenda: Justice challenges the 
in the 6,000,000 tons of coal| prevents production. On the other |a bullet passing through the cover | legality of patent licenses issued 
ior Secretary Harold Ickes|hand, PAW warns that coal will|is distorted by the impact, causing | by International Salt for salt tab- 
ses to ship to Europe, for| be so short here next winter that}a more serious wound. With all|let dispensers and other equip- 
hat coal can mean warmer homes | all industry, including steel plants, | the authority of authenticity, FTC |ment. The government contends 
al busier industry here next}may be reduced to a four-day|observes “one of the fundamental|that the company cannot make 
winter—or it can provide the} week. teachings of military tactics is to| such licenses subject to a promise 
power which will help Europe get | Pie S direct all bayonet thrusts against|that International Salt products 
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on its own feet, including the re-| Workmanship: When it comes to! the soft parts of the torso in order| will be used exclusively in the 
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“Keep something 
"till a rainy day" 


For centuries it was considered wise to keep spending 
well within the limits of income. It was considered wise to 
accumulate a reserve against the day of need. Thrift was 
praised as a virtue; not damned as an attribute of the 
reactionary. But some theorists, brushing aside the evi- 
dence of the years, have developed a different philos- 
ophy. Spend! they say, and we shall all enjoy a more 
abundant life! Give no thought to debt, it's but an old- 
fashioned bogey, used to scare the timid. Spend, and 
spend and, spend! That's the way to prosperity. So much 
for the wisdom of the ages! 


We, at Chilton, reject as a snare and a delusion any 
philosophy that would make a virtue of squandering. We 
see it only as a barrier on the road to an ever-rising stand- 
ard of living. And, while we recognize the utter folly of 
stinting on any expenditure that would bring closer the 
end of the war, we feel strongly that right now is the time 
for the Government to take the lead and set the example 
in a movement to revive the belief in the virtue of frugal- 
ity; to point out the real wisdom of building prosperity on 
a foundation of industry and fhrift. 


CHILTON COMPANY (inc.) 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


CHI TON Chilton sources and influence are world-wide. 
Chilton Company (Inc.) has an equal interest 


in Business Publishers International Corp., pub- 
lishing THE AMERICAN AUTOMOBILE (Over- 
seas Edition); EL AUTOMOVIL AMERICANO; 
INGENIERIA INTERNACIONAL INDUSTRIA: 
INGENIERIA INTERNACIONAL CONSTRUC.- 
CION; and EL FARMACEUTICO. 


Al 
JO _RNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE AND AVIATION INDUSTRIES 


IN \CTION © THE SPECTATOR PROPERTY INSURANCE REVIEW * DISTRIBUTION AGE 


suving policies. Arthur Bevans, just back from|with its metal cover, is supposed| Bible in a breast pocket is no| 
u! g . 
|committee meeting for the first 


devices. Third: Sale of surplus 
cars and parts through established 
dealers got an official OK from the 
automobile industry advisory 


time last week with the Surplus 
Property Board, first official use 
of IAC’s in handling surpluses. 


Red Cross: It’s still not a law, 
but FTC nabbed Globe Trading 
Company, Reading, Pa., for using 
a Red Cross emblem on hosiery. 
It also outlawed Globe’s use of 
“Uncle Sam” accompanied by pic- 
ture of a flag, “U. S. Army Stand- 
ard” and “First Quality.” FTC 
points out, as it has before in 
cases involving APW Paper Com- 
pany and others, that Globe has 
no connection with the American 
National Red Cross. A bill out- 
lawing commercial use of the Red 
Cross emblem has been bottled up 
in Sol Bloom’s House foreign af- 
fairs committee for years 


Stewart-Lovick Moves 

The Toronto office of Stewart- 
Lovick Ltd. has moved to new of- 
fices at 610 Concourse building. 


A Secret Weapon 
Made in Westchester 


64 miles of pipe line laid on the 
bottom of the English Channel 


All a part of the meticulously 
planned Normandy invasion was 
this ingenious pipe line. Two 
months after D-day the first line 
was carrying fuel across the 66 
miles from the Isle of Wight to 
Cherbourg. Nineteen more lines 


| followed and delivered 120,000,- 


000 gallons of fuel to our fight- 
ing forces. 
The longest single unit, a pipe 
40 miles in length weighing 
3,300 tons, was made by the 
| Habirshaw Division of Phelps 
| Dodge Copper Products Corp., in 
| Yonkers. 

Another example of the facili- 
ties for progress in Westchester 
county, as unlimited as the needs 

| and purchasing power of the 

| 573,000 people who live there. 
| Ask your advertising agency— 
they'll tell you! 


Here are a few advertisers who have 
cashed in on Westchester: 


Word's Bread 
Salada Tea 

Airline Prune Juice 
Heinz Strained Foods 
My-T-Fine Desserts 
Maltex Cerea! 

Ivory Salt 

Hydrox Ice Cream 
O'Cedar 

O-D 30 
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“Westchester 
L gogmege ve 


as roup Pa? ale | newspaper 


ctche ter 


Represented Nationally 5y t 


KELLY-SMITH COMPANY 
New York 
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A Lot of Us Oils 


Weed New Cars / 


Our cars are wearing out—just like yours. 
Then, too—a lot of us Dillys have never 
owned an automobile. With our increas- 
ed wealth and “desires” even greater than 
folks who have owned cars before—we're 
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Urges Retention 
in Peace Era of 
British Council 


London, July 21.—Retention of 
the British Council, Great Brit- 
ain’s equivalent of the OWI, is 
being urged by a British journal- 
ist, Scrutator, who sees it as 
necessary to better international 


increased and it now receives 
yearly grants of £600,000 from the 
Colonial Office and £2,900,000 
from the Foreign Office. 


Develops New Institutes 


In a recent edition of the Sun- 
day Times, Scrutator describes 
how the council has developed 
abroad a long chain of British in- 
stitutes and Anglophil societies. 
“Each of these is a center of cul- 


*® The percentage of families 
in this area owning cars is 


What’s YOUR recommendation? What low... 
kind of a “job” are You going to offer? 
We'd like to know! 


wanting the latest in design and efficiency. peacetime relations. The council| ture contact between Great Brit- 


has grown to extensive propor-|ain and the country concerned,” 
tions since its founding in 1933,/he points out. “The first in- 
and opposition to its continuance|terest is usually language, but 
is growing among economy-mind- | language is only a door; it leads 
ed members of the government. to literature and ideas, to science 
Begun as a phase of “mental/and technology, to politics and 
rearmament” in a world rapidly | economics, to drama, music, archi- 
drifting toward physical rearma-| tecture, etc., in short, to the whole 
ment, its aim was to give cultural | art of living. 
information about Britain to the “The Council has done its best 
world at large. For this it had,|to meet these demands, aided by 
in addition, to some grants and|sub-committees which include 
donations from private sources, a|leading men in each field. Nor 
subsidy of £5,000 (about $20,000) | has it been only a one-way traffic. 
voted by Parliament as part of the} The council has sought to stimu- 
Foreign Office budget. late reciprocity, and make not 
The council’s work has greatly|merely the Briton better known 


but NOW, buying 
power is UP. Dillys every- 
where want new cars! 


“Bik Dud * Aggressive, advertising- 
4 minded automobile manu- 
facturers will find eager 

buyers in Dilly-land. 


*® You can reach these pros- 
; A pects with EFFECT in the 
” ion Fort Smith papers. ..and 
Southwest American 


that's a FACT! 
sk 
SMITH TIME - 
FORT Record 


| 
31,016 ABC [Southwest Gace = 


Represented Nationally by BURKE, KUIPERS & MAHONEY, INC. 


POST-WAR PLANS 


ARE SPRINGING INTO 


OURAGE that inspires a builder to plan a 
$2,000,000 deluxe housing project . . 


makes farmers take to the air. . 


. vision that 
. progress that brings ad- 


justed freight rates . . . these are qualities that have made 


the Oklahoma City market a sparkling sales area in war 


and in peace. 


Courage, vision and progress are likewise qualities that 
have made the Oklahoman and Times top-heavy favorites 


among readers and advertisers for more than half a century. 


o 
jlability ° 
upon Daily Oklahoman, 


They are qualities you ll find it advantageous to tie to when 
the present trickle of consumer goods swells into a swift 


flowing stream of post-war plenty. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


roup 
e dan 100 have 


. workin 
re we licenses. (See 


THe OKLAHOMA PusLisHiNG Co.: THE FarMer-STOCKMAN %& WKY, Ox taHoma City 
KVOR, Cotorapo Sprincs * KLZ, Denver (Under Affiliated Management) 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


AUGUST 6 


a ng Age, , na “ 
(ofc Levers! Is BACK) 
G.WASHINGTON’s ® 


RETURNS — G. Washington's instant 
coffee, Cafémelo, which has been go- 
ing to the armed forces until recently, 
is back on grocers’ shelves, this nows. 
paper copy tells consumers. 


— 


to the foreigner, but the foreigner 
better known to the Briton.” 

Emphasizing the need for the 
council’s continuance toward bet- 
ter international relations, Scru- 
tator points out its success in 
America, declaring, “The difficulty 
of enabling Britain to be under- 
stood in the United States with- 
out incurring the reproach of 
propaganda in the worst sense 
was for long extreme. After the 
war began we had to proceed by 
trial and error, and mistakes were 
many. Gradually we succeeded 
and the machinery now built up 
is functioning well. 

“It rests on two main agencies, 


both ultimately under the Foreign 
| Office—the British Information 
| Services, with headquarters in 
|New York, and the British Con- 


} 


'sular Service, represented in al 
|chief American centers. It seems 
essential that the first should not 
be disbanded, and that the slender 


money resources should be rather a 

augmented than diminished.” be “ 

CBS Promotes Katz r 7 
Oscar Katz, formerly assistant — 


director of research of the Co- 
lumbia Broadcasting System, has 
been named associate director of 
research. Mr. Katz has been with 
CBS continuously since February, 
1938, except for a short period in 
1942 when he was with the OW] 


Evans Labs to Arndt 


John Falkner Arndt & Co, 
Philadelphia, has been appointed 
to handle advertising of George 
B. Evans Laboratories, Philadel- 
phia, manufacturer of Ney deo- 
dorant and Evans depilatories and 
eye lotion. Lee Ramsdell. Jr. | 
| account executive. 


Joins ‘Dealer News’ 

| Ernest N. George, formerly wit! 
Little & Co. and John H. Riordan 
| Company, Los Angeles, has joined 
| Dealer News, official publication 
|'of Western States Dealer Associa- 
tion, Los Angeles, as national ad- 
| vertising manager. 
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If it’s 
A TEST 


you want... 
TAKE 


NEW HAVE 


The Register is rated®™ ‘he 
7th test market in the |. >: 
—2nd in New England. © 'th 
@ minimum cost you ' sch 
urban and suburban pop’ 
lation. 
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tunity to move forward as @ manu- 
facturing state. (Kiplinger com- | 
mented May 26.) | 
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The ''400 Hour,” sponsored Mondays through Saturdays from 7-7:55 AM by 

et the Chicago and North Western Railway Company, recently celebrated its 

tieation ninth anniversary of broadcasting over WMAQ. In 1936 this great railway 

mal 00 company wanted to reach the millions of families in the Chicagoland market 

—— to acquaint them with both the suburban and nation-wide transportation 

; facilities afforded by the Chicago and North Western Railway System. 

. F | R ST i in 1 CH C A G 0 After a careful survey, the choice was WMAQ—the Chicago station most 

7 Su people listen to most. The North Western Railway sponsors Pat Gallichio who 

S, é recently received 34,000 replies (see inset) as the result of a ten day listener 

| ei : reaction poll made by WMAQ. 


WMAQ—morning, noon and night—reaches the people who listen and 
buy. Information concerning time availabilities furnished upon request. 


nae 


aie 50,000 watts 


epresented by NBC SPOT ANE 


1945—RADIO’S 25TH ANNIVERSARY ™ / 
—PLEDGED TO VICTORY most people listen to most 


670 ON YOUR DIAL 


The Chicago station 
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Newbell Heads Ad-Sales 
of Deepfreeze Division 
Rhoades V. Newbell has 


appointed manager of the adver-| 


tising and sales promotion di- 
vision of the 
Deepfreeze. di- 


vision of Motor 


Products Cor- 
poration, North 
Chicago. 

He formerly 
directed adver- 
tising for the 


South 
Ind.., 
to that directed 
advertising and 
sales work for electrical appliance 
manufacturers. 


Bend, 


R. V. Newbell 


Foxworthy to Fairchild 


Margaret Foxworthy, secretary | 000 figure for installation of cam- 


to the fashion editor of the Los 
Angeles Examiner, has joined the 
Los Angeles advertising staff of 
Fairchild Publications. In 


| 


| 


Magnavox! 
Compan y,| 


and prior | 


a re-| 


|}at $40,000. 
time technicians is required where 


Video by Wire for 


the Intra-Tel system is used 
been | Department Store throughout the day. The com- 
plete staff would include two 


Promoted by G-E 


Schenectady, N. Y., Aug. 1.— 


camera operators, sound operator, 
|control room operator, mainten- 
Tdevilian rs : 3 |ance engineer and programming 
ne Caneral Slesttia Conn din | advertising and department man- 
) pany, | me nes : 
whose new 16-page bikie tl “eu rege 
. f Believing that 150 television 
stresses four applications of its outlets servicing 75,000,000 fami- 
Intra-Tel system for department | jes will be in operation within 
stores—as a mass advertising me-| five years after the war, G-E’s 
dium, an internal merchandising | booklet asserts, ‘Leading depart- 
medium, as a television receiver |ment stores, particularly those in 
merchandising medium and as a|markets of 100,000 population or 
new sales personnel training aid. | over, can economically present 
The brochure estimates the in- | featured merchandise and dem- 
itial cost of Intra-Tel for a five- | onstrations throughout the store.” 
story store at about $65,000, based| G-E declares that the use of 
on the prewar price of 10 equip-| television will produce greater 
ment items at $55,000 and a $10,-| sales volume, because it will (1) 
increase store traffic on all floors; 


j}era, receiver cables and power | (2) increase interest in windows; 
| lines. | (3) reduce cost per demonstra- 
G-E estimates annual power | tion; (4) give customers a more 


cent issue of ADVERTISING Ace, | line costs at $1,000; replacement | lasting impression of the products 
Miss Foxworthy was identified as|0f tubes and parts at $2,000; de- _presented, and (5) create a desire 


fashion editor of the paper. 


preciation at $6,500 and salaries | to buy. 
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You can greatly increase your 
Michigan sales potential by sched- 
uling your advertising in Booth 
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thousand copies—concentrated 
coverage of one of America’s most 
active markets. 


Michigan Newspapers. Almost half 


of your Michigan market is in the 
eight Booth Newspaper trading 
areas—Grand Rapids, Flint, Kala- 
mazoo, Muskegon, Saginaw, Jack- 
son, Bay City and Ann Arbor. 


Total trading zone population in 
these eight key markets is a mil- 
lion and three quarters, and total 
daily Booth Newspaper circulation 
is over three hundred and fifty 


Sell the other half of Michigan, 
too! Sell your Michigan market 
outside of Detroit! Schedule your 
copy in Booth Newspapers. 


* 


For specificinformation on Booth Michigan 
Markets,call 


Dan A. Carroll. 110 East 12nd Street, 
New York City 17 
John E. Latz. 4:35 N. Michigan Ave.. 
Chieago Il 


NEWSPAPER 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


A staff of five full-,; 


| In 
| hood, the Ver- 
| nor 


Vernor's, Famed 
Ginger Ale, Plans 
National Set-up 


Detroit, July 31.—A_ program 
of broad expansion along nation- 
wide lines by the James Vernor 
Company, maker of Vernor’s Gin- 
ger Ale, has been disclosed by 
James Vernor, president. The 
company, whose product is said 
to be the largest selling beverage 
ginger ale, currently is placing 
franchises for wholesaling and re- 
tailing its product in both the 
United States and foreign coun- 
tries. 

There are now 28 franchises 
and 17 Vernor-owned branches 
operating in various sections of 
the U. S. and Canada. The list 
of cities contracted for postwar 
operation is understood to be 
growing continually, the most re- 
cent cities added being Salt Lake 
| City, Indianapolis and Miami. 

A national advertising and sales 
promotion campaign which will be 
handled by a large advertising 
agency (as yet unnamed) is now 
being contemplated, Mr. Vernor 
told ADVERTISING AGE. 


Laying the Groundwork 


“We are for the 
laying the groundwork for 


the 


| campaign on what may be called 
basis’ —dependent, 
be- 


la ‘time-table 
|that is, on when materials 
/come available 
| in sufficient de- 
gree. When 
we can service 
our franchise 
holders and 
branches ade- 
quately, our ad- 
vertising pro- 
gram will un- 
fold,’ Mr. Ver- 
nor explained. 
all likeli- 


gnome, fa- 
miliar trade 
mark of the company for the past 
25 years, will be featured. 

The announcement of the com- 
pany’s intention to “go national” 
came in its 79th year of existence. 
Founded in 1866 in the James 
Vernor Pharmacy, its activities 
increased until, to meet growing 
requirements, it moved in 1896 
to its present site at 239 Wood- 
ward Ave. Here, its plants, aging 


‘cellars, main salesroom and gen- 
| eral offices occupy a city block. 


How It Started 


The first James Vernor (father 
of the present president) became 
interested in the possibilities of a 
popular soft drink soon after open- 
ing his pharmacy. This led to 
experiments with various com- 
binations of aromatic roots, essen- 
tial oils and other basic ingre- 
dients for a drink 
When the Civil War began, young 
Vernor 
listed in the Union army. 

After four years’ service, 
story goes, Vernor returned to 
find that one of his combinations, 
with a ginger base, had blended 
and mellowed to perfection as a 
soft drink base. Out of this has 
come the “mellowed in tne weod 
in our aging cellars” theme used 
by Vernor in its sectional adver- 
tising and which, very probably. 
will be continued in the expanded 
ad program. 


According to Anson Merrick, 
director of the Vernor franchise 
division, the soft drink industry 


has just begun to realize its po- 
tentialities. 

“The Federal Trade Commission 
in making an analysis. shortly 
before the war of the 60 top U. S. 
industries found that the soft 
drink business ranked first in 
gross margin of profit on sales,” 
Mr. Merrick told ADVERTISING AGE, 


time being | 


of this type. | 
closed his shop and en-|} 


the | 


~ . 
Advertising Age, August 6, 


referring to this as one “re; 
why the non-alcoholic beve; , 
, business is attractive to new 
ital looking for postwar in\ 
ments.” 

a 
American Home Appoi 
|Canadian Distributor 


American Home Products, > «y 
| York, has appointed John St ay; 
|Sales, Toronto, to distribute | 
|food products of the corpora oy 
|The Canadian company will jis. 
| tribute internationally adver: 
|brands, ifcluding Clapp’s bb, 
| foods and*cereals, G. Washing 
instant coffee and Duff’s ba 
| mixes. 
| Young & Rubicam Ltd., [o- 
|ronto, will handle advertising 
the Clapp’s foods and cereal 
Canada. 


| Grant Names Scott 
Grant Laboratories, Oak\: 
| manufacturer of Grant’s ant « 
|trol, has appointed the Ha 
| Scott Agency, Oakland, for an 
panded advertising campaign. 
‘test schedule using 100 western 
|newspapers will open the series 
|in August. 


WE 
ARE 


in a position to help 
you secure 


nd 
yn- 
e) 

exX- 


A 
A 


Automotive 
Information 


Is there information you need 
concerning your automotive 
the Albany 


problems in 


area? 


We have continually been o¢ 
assistance to manufacturer 
dea 


ers, distributors, etc., in se 


advertising agencies, 


curing needed information +: 
help them complete thei 
plans. 


Being in daily contact wit? 
the local automotive deale: 
and distributors in the loc 
field, we might be able + 
help solve your post-w. 
problems, too. 


Just ask us to help you- 
we'll try. 


The Times - Union is 
read by over 45,000 
families each morn- 
ing, and over 95,000 


families each 
Sunday. 

] Wbany | 
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A HEARST NEWSPAPE 


Represented Nationally b 
HEARST . 
ADVERTISING SERVICE 


“A t , * 
— ietemateieteeine Se . ‘ F iz 
— oie) = 
we yf ‘ 
| Po . 
Ss 
& _—————————_ 
aaa 
5 a 
, dal 
$ ~ ‘S 
- ¢ 
os 
pa AS AE a 
Pa & 
Rta Ste 
eo et 2 sic 
eo hie ee. ee RE. —— 
ee, ne ee si Re Re Bee OOS 
ea ee Bee Book ata tn 
SF cen A * Asta 
ee 4 ntee ey 
bee 
~ 3 
Le ' Pre eS x 
fs ; rt ae ae ai « 
“ ee SA ar an Ce 
tas : eee LF — 
Ms * Pe Ree Me ee SAR ROR re Ri 
eA OA a DEES * ; ae Secretar: Se ea ee: Te ae ee ee 
~ wo) es es a. . a Ble &: ¥ Bey . ea eee a: _ 
ait Herre * si 8 : é «| bes x. € ete a! ee a : 2 QOS - spay ss 4% vg Fi 
Pate ae oo teres » singe ie i eae & 
Pe Ss * ae Sas oo 2g ‘ na < hake ‘ ; roe. te € ui sg 
’ AS Muse a es — 
. “age SP Seek wae eat eae) ‘ : & ss 
BY Me nee 4 SN DOR ie oa9.* eg ee Pee ge eS ee : E ‘ Bet . 
Pe pat Be une, KA. ae _.. 3 "y 
oe ‘ aE : , x + ss 
Or ne AE Lory a ee a 
% ; . ARS ee Bak Pe RCAC ae » 
Se MAAS. Rite f+ j ahs wey) i, ee . coe Belle eee. 4 
hee ee * ‘ \ ss wae net i ea ee 
hy So a ee MORASS ONS & «eee fone ie é Cee 
a» TECe Ree. ee oS MATS Care ~ 33 Ps iis 
Mia Setar sats § ee ex BAe — 1 Me “ee : cA ae 
3 ‘3 rt eS ie * xv Ae Bat aft af: ae aot aS Se * ¢ aon Ba : soe seed ; | 
< SeeR Be ESS 5s 8 ay MT . eee sede aie ee 
F ghoss Me. ea * bo ae 4 Rae ch eemy ore east dice Wiis Ne 5. ed's * ee 
2 ya eee Hat “HE cy is ee a te hes : Guan cae Be Re ae 
: aw Sees 2 a be oe : ¢ 7 ae oe rere A ss Re agh le : or 
i 2 as SO “ £- ee ee . 
<3 og ; ee pe ny eo tes sree Sie es ae 
se RE ae ee ee ee te ae Soc Bee , 
oe EM aR ee es oe Sea Se ee cr : 
goes bey : on Cee gis Sie 4 Be as ss 
ae ff Usk FEOR ae aaa oe. “4 peat eel: &. we Os i 
ye ag Ti eer A Pag ioe sees % : Ae irs bya ry: Bl ko : : 5 ’ 
PS i te = PLS Rink re 7 pe pee \ SE, ae, ee ” 
“ % “ pag Fo eee Sere: Meee tt Ay rs SEES : LER | Re rates nx ; ee ee Pee 7) | 
APSE ha : 3 Gig) ich 7 Pee ete bee BS OC eee: Guise ade, Sg ae ; She 
: Fé ; : red BME aM ROE Cg ea th, ee 3. ean. koe eas clea ; A 
ae wht eae $ AGI fi AW AS Pos eS oS Ki ; oo Se ae ee i ea): eee 
€ rE ae ee, 3 « P oe ae” ‘ 
SS SESE ESTA SS. = Sof — ae ap ee 5 es « 
» Lae ‘ # Eg eee Wee f | 
; ¥, : A eS de el get ais er i y } 
—s Sere, & ack i — 4 ee % 
Me ee ee So ( eyes i ‘ 2 
ot = oe or Sar, CO Ae Sas he : ‘ oe r\ 
iar wT et Oh FS We ee : Se 5 wets eal use ne se 
ets wes = ee : ee eae * ee Sd 
ee x 33 ‘ ee Fe * & ea e ix ae Doge ed pues 08 SS ee r z bee ee < \ \ ‘> 
ae . aS * sae ae LS am er te OR ee Foeta & a, Oe hie ee - ‘ 
} ate oc aes Hee hat ees ka ee a Pe ee, Oe ae iat ee eee 
4 ay PR aes gat ss a BS Seiden ane ee as . Oe Ea cae one reee oe ae 
Ca a ‘ 2 Pa Sens Me Ry, eee - PPR tee oe ee 
| ay, 7 cae > : oa. " Die OTRAS eS 
PIES EF cnay! hag Se Re, ase A r 
; = Bile eth rae || Bs ae Sa ‘ ¥ Re fs 
Ns Se ot BE ae : Sr ee ze 4 
” - . Re tee $ s Paes ae > 
: , oe Eee ee. 
TAA ¥ as , x SR As OS a eee eee ame teary tae te eee ‘ 5 sy ec. Ee a? aS 
; eG ies mo * ats * Gre ss ee ¥ cg mere gies 8c to eee ie 
/ tetas te tee? wee ot he ee a eee Gar St oe age 
} Me OR RRS at Be et «3 See ae eae ee beet Ps etree Sofecs 
‘ ad Pe Re ‘ “seas we ae aR “aig ‘cs . oT 2 Ae RRC ee eae 
| ae sy BRS oO ae AP og a Ge eek SA Oe? Otte co tanta . ae r 
ae : a ee aes , & ¥ me Pe SHR See Ree. Pee ae" 
ae Pe aes we aces & al ; go eat Sian ee Bie DU aa ae ee ae 
eer a eee BS Fs ce oh eae ee ee 
| 3 ein a Mae: Ss geP Sha ie ee Soe oo Fick a 
— SS aee ane ps ty Bee ese, oe ~ 
nies sn ss eG MS i. 4 * 
ce ed Bie a ee eae - PRG 
AS. Cama a some ate ide i a ce 
igi: Wight Seeman te Se 8 
oe ae “= Y ees j 
. ig Ba A en eee 
oe mee 
fe ee - r 
a 
; BET as: 3 ER er = 
: | —=—— | 
| 
— . ) _ 
’ 
“ a . a - * 
Lv 


vestern 
series 


- NOW ON, we’re going to find the Devil 
constantly at our elbow. 


He'll be suggesting that, after all, the war has 


passed the really critical stage. 


He'll be tempting us, with more materials. 
eased restrictions, and a chance to make more 
civilian goods, to plunge into all-out selling 
—to try to sew up new civilian markets—to 


get the jump on competition. 


He'll be tempting us to forget that a part 
of our advertising should continue to point 
out to the public that giving blood, buying 


Bonds, saving fuel, and supporting rationing 


oA ba wttag de, ool 


are still vital to the speedy winning of this war. 

Thrusting Satan sternly behind us isn’t 
going to be easy. 

But all of us can make it easier by realizing 
this: If the help that advertising gives should 
now be suddenly withdrawn, there could be 
a letup on the home front that could actually 
prolong the war. 

And if that happens, men will die who 
otherwise might live. 

Young & Rubicam, Inc., Advertising, New York, 


Chicago, Detroit, San Francisco, Hollywood, 
Montreal, Toronto, London. 
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Willis Advises 
Grocers to Stress 
Advertised Brands 


Chicago, Aug. 1.—If retail gro- 
cers are to sell the unprecedent- 
edly large quantities of food that 
will be ready for distribution after 
the war, they must rely more 
than ever on advertising, accord- 
ing to Paul S. Willis, New York, 
president of the Grocery Manu- 
facturers of America. 

In an article appearing in the 
National Association of Retail 
Grocers’ ‘1945 Convention in 
Print,” which replaces the group’s 
annual national convention, Mr. 
Willis points out that after the 
war America will have at least 
$1,000,000,000 worth 
distribute each year over the av- 
erage consumed annually from 
1935 to 1939. 


Retailers Must Tie in 


“Manufacturers will undertake 


of food to! 


large-scale advertising programs,” | 


will 
in 
merchandising programs 


he pointed out. “Retailers 
have the opportunity to tie 
their 


| 


with this advertising and thus get | 
the full benefit of the advertising | 


campaign. 
“In the period of keen compe- 


tition which lies ahead, wise re- | 
tailers will recognize the fact that | 


the nationally advertised quality 
brands are the ones which will 
bring fast turn-over, greater long- 
run profits and high volume based 
on consumer confidence.” 


Anderson Has Message 


Secretary of Agriculture Clin-| 


ton P. Anderson, in a message to 
the “‘convention,” said there is no 
basic solution to 


present food | 


shortages other than increased out- | 


put or lessened demand. 
controls must remain, he asserted, 
until the national demand and in- 
ternational commitments are met. 

President John E. Jaeger, Bal- 
timore, who has been reelected 
head of Nargus, termed Secretary 
Anderson’s appointment a step in 
the right direction. He asserted, 
however, that the grocers must 
keep 
complaining,’ a suggestion taken 
up by the association’s general 
counsel, Tyre Taylor, Washington, 
D. C., who urged that the grocery 


CHAIN STOR 
RESUL 


Listen to this: 
In Buffalo in 1944 
the “vote” was— 


Food Chain A-57 % 
Food Chain B-52.5 % 
of their advertising 

space in the 
Courier-Express 
Yes, the on-the-scene 
buyers know that 

in Buffalo 


the Courier-Express 
Delivers the Goods! 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 


Price | 


“fighting and griping and | 


| 
| 
| 


trade 
action 
aims. 

Definite evidence 
food industry 
joy expanded 


should engage in political 
to achieve its economic 


that some 
divisions will en- 
sales postwar 


2 
as 


} equipment. 


compared with prewar was given | 


in articles on fruits and vege- 
tables, fish, frozen foods and other 
grocery items. 
Produce Selling Fast 

Ben B. Vail, Chicago, head of 
the Nargus produce. division, 
pointed out that fruit and vege- 
table sales now are the fastest 
growing among major grocery 
sales groups, with war-generated 
demands leading to self-service, 
consumer-size packages and air 
cargo transportation. 

W. J. Stelpflug, St. Louis, vice- 
president, Hussmann Refrigera- 


tion, Inc., predicted ‘fancier” 
postwar grocery refrigeration 


war ends “there will be a very 
rapid development toward pre- 
packaging fresh fruits and vege- 
tables in the direction of 100% 
self-service in the produce de- 
partment of the retail grocery 
store.” 

Other points stressed in the ar- 
ticles were: 

Per capita consumption of candy 
is now 19 pounds annually, top- 
ping the 10 basic commodities sold 


|by grocers, and candy consump- 


tion will continue at record levels 
postwar as a result of preferences 
developed among armed force 
members; 

Meat department managers must 
educate the public to buy better 


He stressed that after | 


a 


|quality and adequate amounts of 
| meat; 

Quick-freezing and air trans- 
|port of fish, along with improved 
packaging of the product, will no 
|longer require separate, costly 


in grocery stores; 

Frozen food lockers total 5,682, 
95% of which are located in small 
towns or on farms, and the total 
number will more than double 
soon after the war; 


21 Million Cases 


America’s pantry shelves cur- 
rently hold 21,000,000 cases of 
canned fruits, vegetables and 
juices, 20% of which are com- 
mercial products, according to a 
survey by the A. C. Nielsen Com- 
| pany, Chicago. 


maintenance of fish departments | Company, 


ANA Elects Seven 


| Association of National Ad) 
|tisers has elected the folloy 
| companies to membership: Ch: 
|peake & Ohio Railway Comp 

| Cleveland; Crosse & Black\ 


Baltimore; Denn 
|Mfg. Company, Framing} 
Mass.; The Employers’ Gr 


|Boston; Koppers Company, P)it<. 


| burgh; Shulton, Inc., Hobo 
and E. R. Squibb & Sons, 
York. 


New Ziff-Davis Monthly 


Radio & Appliances, a 


monthly publication of Ziff-D: yj 
Publishing Company, Chicigo. 


will appear in November, dire 
toward active retail merchan 
ers. Oliver Read, head of 
Ziff-Davis radio-electronics gr 
is editor, and Jack Eckert is 
vertising manager. 


IRON AGE Hezecgx 


AN 


EXTRA 


1764 Key Subscriptions Abroad, Totalling Thousands 


of Readers, Prove Invaluable to Metalworking Men with an Eye 
on Postwar Export Trade. 


America’s huge metalworking industry is con- 
fidently eyeing foreign fields for important 
postwar orders. The demand is great . . 


increasing daily. 


Today, American products, American serv- 
ices, American trademarks are being brought 
to the attention of hundreds of the biggest 
buyers and key industrialists abroad through 


the pages of The Iron Age. 


Due to paper restrictions, these foreign 


subscriptions are comparatively few . 


they are placed where they will do the most 
good, in the hands of men who insist on having 


. is 


The Iron Age war or no war and gladly pay 
the $15.00 foreign subscription price. Without 
it they simply wouldn’t get the broad editorial 


coverage of metalworking they demand. One 


to Iron Age advertisers. 
prospects overseas who 
. but 


The Iron Age 52 weeks 


by one, as State Department restrictions are 
lifted, liberated countries are receiving copies 
for carefully selected lists. 

Here is an important circulation ‘“‘dividend”’ 


It is creating postwar 
are laying their plans 


now. And all this is added to the 100,000 key 
metalworking men in this country who read 


a year. 
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Pierce Watch Campaign 
j. J. Gibbons Ltd., Toronto, is 


* andling a new fall campaign for 
a > BB pierce Parashock watches on be- 
e : »nalf of Goldsmiths’ Company of 
De a, |eCancda, Toronto. General maga- 
Dae , and weekend rotogravure 
2 0, BB ections will be used. 
Piits. Tenge 
en, PSnelgrove Rejoins CFOS 
ti ph Snelgrove, recently re- 
leo-ed from service, has rejoined 
stpiion CFOS, Owen Sound, Ont., 
ly ianager. W. N. Hawkins, who | 
ney been acting manager, becomes 
Davis assistant manager. 
ic: 50, name 
reed Chambers Promoted 
"7 = A. Chambers, general sales 
oY a manager of McCormick’s Ltd., 
tides 


biscuit manufacturer, London, 
Ont.. has been promoted to gen- 
eral manager. 


Soda Fountain 
Makers Organize 
New Association 


Associa- 
| tion has been formed here to pro- 
| mote improvements in manufac- 
ture, maintenance and sales of 
soda fountains. 

Carl J. Palmer, formerly with 
the Liquid Carbonic Corporation 
and Bastian-Blessing Company, 
both Chicago factors in the trade, 
has been appointed executive sec- 
retary of the association. 

The organization will compile 
and disseminate statistics about 
the soda fountain and allied fields; 
| promote standards of manufacture 


| Fountain Manufacturers 


|cate buyers 


| 


Chicago, Aug. 1.—The Soda|Tycker 
‘McGraw London Bureau 


| economic 


for the industry; attempt to edu-|in editorial work on the foreign 
to select adequate | staff of Business Week since he 
fountain equipment, etc. | joined the organization May 1, 

Association offices are at 111 W. | will leave for London this month, 


Washington St. 


en -Yerxa to Pan-American 

M ; | Lt. Col. John E. Yerxa, former 
Whidden Join president of the Boston Stock Ex- 
|change, has been appointed re- 
gional director of Pan-American 
World Airways. He will be lo- 
|cated in the line’s new offices at 
24 Federal St., Boston. 


Stanley A. Tucker and Howard 
P. Whidden Jr., both with Mc- 
Graw-Hill Publishing Company 
editorial departments, have been 


| appointed to the staff of the firm’s 


news bureau in London where} : . 
they will provide all McGraw. | Schedule Wine Series 
Hill magazines with technical and | Fruit Industries Ltd., Los An- 
news from western} geles, will break early this month 
Europe. | with a sustained series of color 

Mr. Tucker, now in Europe on| pages in the Saturday Home 
assignment for Power, will re- | Magazine. The campaign, featur- 
port to London Sept. 1. He has|ing Ambassador wines, is being 
been associate editor of the pub- | released through Davis & Beaven, 
lication since 1937. Mr. Whidden,.| Los Angeles. 


# 


FOOT-IN-THE-DOOR 


in liberated countries 


livered in bulk. As 
press, subscriptions 
permitted to go 


1134 Otis Buildir 
Chicago 3 
Franklin 0203 


R. M. GIBBS 


Pittsburgh 22 
Atlantic 1832 


* Hundreds of frozen subscriptions 


H. K. HOTTENSTEIN 


428 Park Building 


100 East 42nd Street 


FRANCE 


await only 


the lifting of restrictions to be de- 


we go to 


are being 
through 
France and French Morocco 


to 


ROBERT F. BLAIR 
1016 Guardian Building 
Cleveland 14 
Main 0988 


1’ 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


THE IRON AGE 


A Chilton Y Publication 


4 


DIVIDEND 


Representatives 


PEIRCE LEWIS 
7310 Woodward Ave. 
Detroit 2 
Trinity 1-3120 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


B. L. HERMAN 
Chilton Building 
56th and Chestnut Sts. 
Philadelphia 39 
Sherwood 1424 


D. C. WARREN 
P. O. Box 81 
Hartford | 
Hartford 3-1641 


New York 17, N.Y. 


Today, more than ever, Market Re- 
search provides a dependable road 
map to post-war advertising and 
selling. 


Of course, the map must be accu- 
rate, and its accuracy depends en- 
tirely upon the organization that 


_ makes it. 


Here at STATISTICAL Research 
Company, we have the experience, 
trained personnel and mechanical 
equipment to do the kind of fact- 
finding job you require. 


For example, through our parent 


organization, the STATISTICAL 


| Tabulating Company, we have the 
_ largest independent punched-card 


west. 


tabulating service in the middle 
Our field staff of seasoned 
interviewers is readily available for 
nation-wide or local studies 


You Can Rely on 
STATISTICAL for: 


Sound planning of 
procedure 


Capable field inter- 
viewing 


Intelligent coding and 
editing 


Accurate tabulations 
Authentic findings 
Dependability is the keynote 


of this fast-growing market 


research organization 
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Retail Sales—98% 


as great as 


se . 
TULSA Entire State of 
* OKLAHOMA 
ie) ge +4 H OO MA in 


KVOO's Daytime 
Half-Millivolt Area 


This includes the bonus counties in Missouri, Kansas, and Arkansas, 
making the KVOO market the best buy in OKLAHOMA — truly Okla- 
homa's No. | Market. 


Taylor Instrument 
Switches Sales Heads 


Raymond E, Olson, director, 


| and formerly manager of the sales 


engineering department of Taylor 
Instrument Companies, Rochester, 
N. Y., has been appointed general 


sales manager. 


Frank S. Ward, formerly assist- 
ant industrial sales manager, will 
become industrial sales manager; 


|W. Maben Griffith, head of the 
|consumer sales department, adds 
ithe additional duties of commer- 


cial sales manager, and Ralph E. 
Clarridge, formerly in the indus- 
trial engineering department, will 
succeed Mr. Olson as sales engi- 
neering manager. 


National Carbon Elects 


Dr. Lauchlin M. Currie, for- 
merly assistant director of re- 
search, has been elected vice- 
president in charge of research 
of National Carbon Company, New 
York. H. M. Warren, formerly 
assistant to the vice-president and 
general manager, has been elected 
vice-president in charge of ad- 
vertising and sales promotion. 


Ad Council Offers © 


Postwar Blueprint 
for Approval | 


New York, Aug. 1.—Convinced | 
that the day of victory should not 
signalize demobilization of adver- 
tising from the national service, 
the War Advertising Council, 
through its board of directors, has 
approved a postwar plan calling 
for continuing cooperation of all 
advertising interests in the serv- 
ice of the public, and will submit 
the plan to sponsoring groups sup- 
porting the council. 

Pointing out that “the future 
welfare of business and advertis- 
ing is interlocked with the future 
welfare of the American people,” 
the proposal emphasizes that the 
need for a continuing public serv- 
ice program “will not end with the 
firing of the last shot, and many 
postwar problems will be as seri- 
ous as those faced during the war.” 


The building market in & package 


The Architectural - 


J 3 


Some of the current campairns 
among them the fight against ip. 
flation, problems of returning » et- 
erans, and the need for inter a- 
tional cooperation, will conti), 
into the postwar period, the co )n- 
cil shows. At least 20 areas 9; 
major national importance wil] re. 
quire advertising support, the 
council board believes. 

At the same time, the cote] 
makes clear that “the fact thot 
postwar plan is being bluepri iteg 
now should not be interprete: t, 
mean that the council is rele; ing 
in the slightest in its all-out prose. 
cution of the war effort. As |ong 
as the war with Japan lasts, the 
council’s supreme objective wij! 
be to help speed the day of {ina| 
victory,” it states, adding that 
“because, from the standpoin: oj 
many grave national problems, the 
line of cleavage between war and 
postwar will not be sharp but 
blurred, it is necessary to sett 
now the question as to whethe; 
advertising should be fully de- 
mobilized from the national sery- 
ice at the war’s end.” 


Printing Ass’n Signs 
Closed Shop Section 


Printers National Association 
nationwide organization of closed 
shop printers, has voted to affiliat 
as the closed shop section o 
Printing Industry of America 
Inc., Washington, recently forme 
by the United Typothetae of 
America and the Joint Committe 
on Government Relations of the 


Commercial Printing Industry. A: 
effort is now being made to lin 


|up the Employing Printers Asso- 44 
|ciation, Inc., as the open sh 4 
| section. / 


A formal invitation to join PIA 
has been sent to all local asso- 
ciations not previously affiliate 
with the UTA or the Joint Com- 
mittee. 


Westinghouse Promotes 


Ralph R. Brady, for three yea 
manager of commercial engineer- 
ing for the lamp division of We: 
tinghouse Electric Company, Pitts- 
burgh, has been appointed to the 
newly-established position of man- 
ager of electric discharge lam; 
sales, with headquarters at Bloom- 
field, N. J. He will be responsible 
for the entire group of electri 
discharge lamps except the Steri- 
lamp bactericidal ultraviolet tube 


Primrose House Plans 
Drive for New Lotion 


Primrose House, New York, ' 
introducing a new product, Chil- 
fon Smoothskin lotion, with black- 
and-white pages in fall issues 0 
beauty and fashion magazines. 

First ad will appear in the Sep- 
tember issue of Glamour, followe¢ 


by pages in October issues | 
Charm, Harper’s Bazaar ané 
Vogue. Agency is Erwin, Wase} 


& Co., New York. 
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recreation ~*~“ 
is different 


Wide variety in easy-to- 
“play spots” is a Weste 
birthright. He camps | 
| Cascades, sails blue Mo 
Bay, sun-tans at Palm 5; 
gets his sun and fun freq 
And to keep posted on 
to go, and how-to-get the 
reaches for 
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The keeper sees no sentinel of the shore—to him the lightis a dash of adventure to apricots, adhesives, or air lines . . . in 
just a nightly chore, lenses to polish, long steps, adrabexistence _ pictorial sections of high penetration, with 90% readership, a. 
on bleak rocks. But through boyhood’s eager eyes, the home, each Sunday. 


y, lighthouse is the lookout, the sailor’s star, beacon with welcome Metropolitan Group makes gravure a national medium... 
beams for ships of steel, the fishing fleet, trawler and tanker, combines Sunday picture sections in 25 great newspapers in 
the migrant wayfarers manned by mariners of the main... 22 cities . . . offers 12,800,000 circulation, covering hundreds 

Too much advertising sees the product with jaded retina. of choice markets and half the better buying homes in the 


Gravure gives fresh vision ... captures the glamour and the _—_ United States. Match list and market—any ten cities get lower 
gleam, invites new impressions, adds drama to a dish of food, group rates—and light the way to better sales with... 


Jhziropoltian Group SPPOVWES | 
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Searcle Times . St. Louis Globe-Dem a eas — i Milwaukee Journal ¢* Minneapolis Tribune * New York News ¢ PhiladelphiaInquirer © Pittsburgh Press * Providence Journal ; 
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“ YORK 17: 220 East 42d S ° i 
treet DETROIT 2: New Center Building . CHICAGO 11: Tribune Tower . SAN FRANCISCO 4: 155 Montgomery Street 


ay * 
bag ‘ ¥ ae 
. eae : ' weit ; 
ai 
r 
ns pers 
ist ’ PY hh “ . * i 
n- ? mi a 
' . t 
g et- Be eae - ‘ 4 P 
ite — Beans g ae Fey hips pasties ‘ : 7 f 
rna- ee rites Oe ei sean 99 saemeg 
Pore ie i: 
( Bees: SEE ia Ge . F 
ea ot Baie re bi ia Rs me i . iy 
: i ee t sein eas ania aE en eee 
’ ’ CER DR aa Bh ey fone Kee Shes five mye . : ’ . 
he : Pacts a : ida te eke eee ee a ae cies i 
ee es fs G Phage: S ac al Se Seer aia ae . . ‘ 
> ane se : Se = pa oe oe sees rahe 2 ee 4 i 
OU Nici ee Bit. eee eae: eee Bes ‘ a pa ener cate an Ss ie i 
cil : eee ee 258 eee ree Be oe Ben 3 SRT a eS. - ; 
that : pies se ae ee fi - ESSE NG sae as ne So aan Same . 3 
Orit : EERO RRS, i ae f ne Sige eee? © Sea : : eRe Reena S or 
ted He eee oo j oe : Bee Sa See eee meee ome, a asia 
tec! t . me Pe Bon oe eae soneeee = oe eae. ee : dees sige eae 
( Bearer. S re af 2 s * 4 7: re e - ey "2 wet =. 
le ) ee oe LOSERS fain ab ‘ ee BOE 5 Cte aan i oe Sy x LE fie bieers y 
e pe Rats! CON ae Ras " eee etch . g Spee eee se Bay ee oe ee Z FRE P Ss + ee 
I ing & x Reena tt Ps oe se : s 7 ae eae es Re Be: pee ee i . : Mae : ie a a? 4 eat 
pl Bi Pe we Saad, a R . Beers nares eer a ns 5B ~ 
se- i pele ip aes ; Bea ae hi basis ce Be : ce ae ric : 
Shes i ah EERE eee a Be os Bhsatee oe oh eae Seoaes ne B : : rae si 
‘S ng ee be mes eras ai ge ee rete ae a oe ees aes é patina y ve ae 
re b i ade Sao SRO es Renin ae atte: Psenate cas ace Raerice me ness : Site pe 
Be ae . aes eee Mar eee eT Ce es ee ea yaa Rese eee : ! * es p wilde 
ts, the Re eae webe Pehae 5 EL ay fe Sree ies Pe osha be ee . ae Bee BORE SERRE eer x ok deta 
ae oie ae Saas Ripe Rea! Big Race : eee bien sam ey sais z a GETS 5 ag Sapa 
e wi eae Pee ene i, toasts eh ree oo ea Nee cea Be US a ee ae — 
vill 1a eRe, gh” Pee ae gs SoBe eas tele faseeta ee Rane oS ae ° Ree mises ae Gee age Psa & ay 
of Se a anette ne et Pow SRE “ee ra eae ee o ae POSS Rees age “ : y s ne 
aes ; Babe ORES a SoS " Oi ta eae coat BR ee Bete ay ae pee : a 
‘inal oe . rere set See a - ee ee Serer es ; : ee } 
pier I Spans OE ee Me ee fa pee Dee ee ey eae page eines : é r ; se ; 
} Bei ct by: ia «2 a A ; ”, ee oo Res eee Ie ane oie & gare: a eS s , 
BC nat Fea ; ; .. gape am a am Bi. j ; Bes By oes ee iain ale y Se i oes! Rooeae “ ti a ge 
oin' a i eee fer ae ee eee ae * pe eee eS a eae a 
t ee i RS Pres Ly ake eae thes ¥ Reena TMS ne Pet i ig toc: penis x re aanin “ x a aa 
Be ease Loa ig Ee Rete LES : ae paids beees Bee pres or oul ieee: eats in : apis Pete B: rm! = 
ar and be * i 4 mae ee ioe Be 3 ee eee ae wee Peete Rings Maen anes Li eee Breath , fe sian Pen ; dee z re ‘a 
Rs ree pee ne a ~ E a ~ ae hae emda ke Eegine aecerid os < erase Sage tee ’ Be w 
p but te ; = Pytinis aoe aie : eee ea racaet ss frees ieee Sees er a - mere See esasants é ies ae 
er: ee sas ; Pr pee Se eae ere “eeteretaie PORE Baer recs OE Ee eee oe es pea si * a 
» settl Be * rise OM Ta Ro pee Og 2 ae Pe Beene ae hea Ue Boerne Ronan ra aetna ae Es ae 
e re Die es am re SS, 5 en : 3 ee aes pe oe fps dai Vat a aes Pediat PERE ee Bee Cn ee oe ge Giakse SRR ay 3 ee, ii 
thet} nee ; a ek. See Steeten mee pases ee teen eet ee aa No aria geaee ape erik ise ee A Reena Rae ee i ae Bh ; ; 
Bees 5" ais oa aiateean cos Rs. aS SS ee telah eae at : CD BRE SRR Y x soe deaths Se: eer ak ae Sieh oe fer See HS ae : BS : ; bos } i 
ne ee aa eras ae yee eae Be oa ne i ee ee ss ne teen Ae Se aes SC as Be Pe 
; oF 3 Oo a ae os ES eee a A IS -) Sale ag Se TNL Peecerentters ne eens oe a Sheets kee gece vise ea oe Sea reas ie : Sy ioe 
ly de Bs Pe Ree oss Bei eens se a is Oe sea Reg Se se eae cand So a ase Poe ees ar ; be eae 
ls ee Rite ig <a a aN Reese!) ae is ane Ange ey REN se ae : : . R oe ; i» 
ser eae pee Pes fre re Be nes toed ajaoe Se z “ae pies i es d sas Riek Sst rie frat rer. F es mare Wan 
V- Bes lll Re ‘gape Pein a Be cktig penne ote Mio eaen tie te Bee Pre for eee. Te 
Bee Dor sili Rae BAe, rs 65 See . of. eat ,. Bes coats es Ree ris 9 i aaes 8 aia etek ie al 5 aoe nae ox: 
bese , " ee ele ie ee 3 pie eer aenes oa cs ek ii cil j : ee hig 
ae ie sins, ete ~ Ree per Reet. HS Ais sania ae oy a) oe 
gee ei Be tie: ’ Mie es sees oy or ay eae pee abs oes ae ee nae ne me 
“a : Pee aes Ho . pies. He eda orca Re at: ee ox o% ache ese 
a Zt hohe bani: Bis fe Ties Ei cpt erat Be: Bete tt f aks Le ~ 
q eee sons eed ae é Be. he yee e Fei ta ets ates 
if Segre ee ced Pr grays : BS ze eee: ee ae ss ey . st 
eee heme phe ae pi as Be PA sit Bese 5 ae sets fa po As a q 
Be, PMs? Pees: Zee, eet pie a eeatt aa ae Tee a Je pees ke Can eres : Bis ah sash sie Se a 
’ s eae ee ae sas sarang Gai aaa i ARR pf ee caer : ee pe fe Re ea. 4 
, = bei i ROR Aas Bere 8. ~oupingite : co ; : ee Pin eenee a Be ide ges Be 
ve Pia eae See sccee cine, aes Ree marge <2 Ae ae ik Rane ef. 6 CR atone So a i piodred ce i, eet era wee 
\ sf Pee ; SRE — Bete i sha et role tee lige pa ‘ ee Bey oe 
e Beko Pes SE een Pre aay at ae ie aN ts ars : ie “ eth Per as ehex in LEE SOS epee Siena i x Se. <r 
\\ ? ; eae Bunt Oe aes Praesiee Aiea 4 eee Bp ne aa Bese ra sees seat } aes te ; 
iy : ae fhe fer ee Ppl eM . eS 2 eee oo (alas Lr cs ad gis i : Be i 
ql abe ey Bie. : Pe lene a Po BS eee Pare pi ae upae ae a Rete Rese ee By a ie sei 4 
fg eS ie Ba aaa 2 . ‘ ROS Z Sete: Bink aa ae Rae scott Bhat SP 4 y oe Chee ‘ee 
Re gre. = TERE: i ee. i og aie ae ae sae ee Fs : 5 et > 
\ nae Ss ee ig 2a a Reise See ‘ sa daaaae Ga i ng as Pee ES: Ree be i apne swe 
\ \ a ee ROE iy & Ale ge as on Fhe be Gent | Rage ie Sad ees eee eh are se ona BERR ae Benes aaa oe - 
\\ i ee nes 3 tis vas te Eger ca areca ty ce eo ee medics jerae ee, Ba San cpe é oe hitpseece Epis ps ea Se Re os ra iy ae Caine, al a8 ay 7 
‘aye ; ey ee sas stig ee ee Sb ake wee: ee ROR aaa Bik ies pen clea Sei eee See ae eta tS g iste my <a 
4 . bs “Se wie Bosco Bees ae : Pes se dep Ree AN ete nee a § ee ee Bee Sioa ee erie @ is RHO ae Rie ; 
tig aa ete OX aa Rom cates 83 aitee hare a ae EP ET eee gta By : x i eerie 
ro coe ae ar Rie i cols Sima cs Eee Ce te eee 2 ae a alan NE OC 5 a a See 
Bi peo, ie ere eer art ~ gee a: eset Res ogee Seine a ead 1 Sa j SELES ee tae er et Cee 
i ” i Se ae tages Ree See ie ees eee 9 pai to a aug besa eure ae ce a Ee ‘i aa Se OR ee Be OM ra Pp ee i eet 
ae Bias eek OSs MS ban ala oe os =A 7 ore 4 eae iets pre CEO Sree Bore ee Ds ine ore Riles te 2, een SRO Be re Pe NORE Bene o Be pris ey i < ‘ee 7 
’ " Bi ee, i Ronee Bs BEAL Ai: so REC A r oS i ee ae pe ede a ae ee es Bist Pi RE SR Sma Bees ean: eee Rome See ee RITE 2: Renee: 3 ; ee aa ie 
: j ee ie a pe “e ee ee ee ae ies cecal PEE Ds BO eae es eee RES ie Ea i a a : e3 
{ “fs j ae ie Se. ae ei era oh oboe i GR HE set Baste ares mee see elie ta Petites Sete Beeathanes Siete Se riematn ss = 
a \ fi Bie: re. < Bae ae “a _ eee Pees I, ee Cae Sasi alas f Lee? RE PN a 
* se oteab Bove 7 adie one are sts a! Rtecr ss eas. é ean i ees pangs “4 PRR S FP Si oo Rane ee: Gas eae POE Ee ae Stn ae Pine e Niet ie . Sof Bt 
{ ae A) } ae ge wee etpaes: 2 ieee ae ce ie Beer aire ee oe. sia RE COR Be i 
f \ Seep Raps Bio dr veep. Si Ngee von iaetiae By ee ae Ba ie sii tee Se a oe . Sa ieee hen PRO ee hed ote Pa reat a3 
* Pitas Bae eee Sk a yay aaa Bess 4 a ale Bikes | re eee owe gas z ae a Bein; aa a ; Br 
s Ass i Oe, oa iy a ge : Bee Rae, aaa ore sa a saa ba eae oe pe Se we Bad PRE PR ae ie ie. os ap ied Pk: | ile aie a me. go 
a 4 4 / we ie Pc eames jeorRe Bice as vi es eg SE age : aes none % is Bey ee a ote 
ary Ces ape Bs Supe 3 at oe Rage i ia 7 i Fe, PEP ELE BB Pi pata tae aS. Sia inf Bh to 
n= shi $ : , ’ <td See aie eee 3 Sirens tal PRI rie: ace bee a 4 eae 
| + ee PEER Ee aia Be eis 2S ee ete 2 ee " i SES eS SN SE aca ee ae : “guia oe sr te . i rp 
ahaa sane eae re beset te RE Shi 1s: joie es SPER Leese: IR 5b ; - VERE: = 
: ( 41 5 ae eee Be Sea is Rapesco iit § i re es i as ee Shoah i te iy REDE, 8 ; fs ; : 
yin PI ! we . a Sen ner Bcc to ae bh seine : 2 z Bees : 
\ ra ’ z ea Stee Ss a me Re Sie fees ee ee RE Be #f : : 
. o font ra ike eo ue <, as a Raney apn oe i s " Bee ete seh do ae i ee ee : ¢ ie af, , 2 
{ | or 2 ee gs ee. = : Sadek ; ee ees Z igs pene : 7 tigeed as i 
: A i — ee ies nares tre ‘ bee Se aie Let ee ae : 5 RR eae see: Pa 
B REE j es Cages Raper Bilas Nets r% es ate oe Tae Soe Ee 3 os ae ae i z , rset 
, o eA Rage ei, ou oe ie poke aSy é Si ae hie teers tat BRR Rs sey y, 
) “a “Ri Tia Carat Pen ae Bebb ca sills EP eT Oy Ri ; Re ery : 
; r Fee yi 4 ae ee hake o% eae ee is KA ene tee eal a he ers $ Bioahe g Pe - ae f Base 
4 ie “3 Ee Re he ene es Saal i # ? tee ‘ 2 : ; ce 
. 4, 4) me es Re ee : Fe i ae oe es ca . de ee : 
H ) oy Phe meer hs ey & =3 eg ai a a 7 x so Vea ‘iter hegre ts: f os ; iy sab ile tae POSE RI eae: airing Ke Bars - 
f J F 7 7 sg § Bac ie rae & see eae “ Renee eee ie oe re in 3 Diigo ari eee rhe se aye elie ie tere po eee SO pe 
ds ’ i aes 2 Se ke reas oS ge alee : ; . Peers ORE Baer ne eae Se pintte Peo aan e ‘ Sata By een : Bhs tin. 
iby a. ay] ) fae een ease eae: Pe 2 igs. ope eee thee ee joka ren aes Be ; hee gate eae Bat LEN oe aatale “e PE es 
1 yf of \ — cae co eae Pree: ak Pepe ts eae i Sao are > ~ $i ere Bee ea ‘ rE oh se Seed Bs Saint? aa : 5 ae ee ee : 
4 a ee ae paiber i s. ‘ 4 anaes = Fae i = a y % ie : ee a erp ober A F MS ‘ of Saal! 
‘ o ids a ie. Re bs. 7, peat 36 eke cA Te Mpeg ie ees 4 i phate “ ; : Piet ¢ Hi aie i se ae 
di poay Ee oy ae ss nko ; eS; ae i ehiaes ae: veo bares ‘ Se cee aa LM Nat Bete Peed ee 
; ew: iMes Ba eee te Lee *) Per ee eee “oe . ee eee f Hes tae Pi ce ly S bao Pate i Ete ¥ RN ear Be 
\ { ee Easy Ss <4 eae es oe Se ie i pe rE Gaspet a : ae cf eS Bis i pigte ‘ : Reon lene anes j Se ERNE yee gate ig 
t Bes age eS tk ge Bie ey ees a we Si Shoat) ares ar Satie Pere an es see : aa eat ages rt j ESR Beet ton Ps i Sie Ti os 
h 4 i is ee es a me ae Se ae soa oo. we fe he aang 2 | Reems a poke Basie ie cc seco a : siti Poe or ees BR a at Ba Lei Pea 2 
; tee 1) eae the Br a fo ele jae boi ie ee oo GRR — Ce es os ; Bee ae ts aa nea Sets eee ae ee iia ail 2 
ps Oy ‘* "y ae mate a Beem PEE SESE Ce Oe ee + eer: eS Pe Be es ; i aa oe : oH ; 
ye ; i Be 4 ilepet eee as Peet tenner -  .. a Se . ae 
; ‘ Moe”) A Ja paw Gay eee. + Hae | ey pied ee ep on. : P iy Mea S ct aa Pegs 28 sO ee fe ste gta ae ete eae SE SS aa i ca hy : eee 
q yee sate ae hes Pie sbi tel es tart ee 2 Ee om Pa ae Aurore a Rares ste eee a ais cigs Li eat as em eet Bi ries i Mee ig tea i a Be ° 
3 , i _ ES et ce eas 2 oe : i hae ae ate fe ie aaa RMP REET, Ce oe eat Bas Celera gta SER Le Bey % rine © Pe Sc Se ie, a if 
; : eae ae ea ee oe? is ete, a ae ees Ryser zk . a: ee ae fe ee 3s sf c Pitre gels Bie sles j ae sea PRET oe ‘i i 
s h be ee eee Se 33 Peges * Ge ge . pig Sli 3 +e ae 2a 2 = ce es ee a eer ba as Bese be : 
ip ZA a Pa Fase se MES: Saag ae oa NS iad Beer eee Pee SS aera Ws attri secant Baht: so aS fs eee see sbi 
f . A Besse, 7-8 ee ic ok tn ie a ease os si ee. a ae is aoe ON ie 2 Soe: Sa Ses Bi ; « eu VON pec crise ee ee a RS PR Ms A ; act q 
4 J Se Fetes si aaa si iil oi Se a Cinna pes Re pee ore as ae = ae pees ae Wage So ste ee beat Oe ee i feokart AE ie ae eaves en ss ie Po il ii the Seer ei NE eee ai : oh F 
, oo ‘ Rees pee seen ts 4 Se Rilees Seer < Reaa ase ey maa nes Be Seat ee Bi: hee igh sigh as a uo tine, aa 
mY C - sii ier exo SF tae ncaa, ween ee etn AL Se ria ee £ iS Ee cra rey Bore) aes slang Sag x ( eet +9 
% e eet ate of ee ee an as a pee, a A rai alae i 1. Be Mace ; 5 tae ae oe a ‘ Be — 
: > 4 Soe ae “s Beste see Be Mi Oe Ba eer c aay Fs ae Rees y ew Bp eeay Hs Po Baris eer hg es ee es er a. Oe eR so 
e . re ihe Sen Gra ee ees ‘i Beers sieht "od oes: Stet TER ri GE vie a ee oy Benes.’ eet) asi Sia iy Ao oe _ iii, “ fe : gi ma 
y ) Re oe re Ree - Reta esha TO ea o a Rake, ek er Bee we cls re es Re. tiers rte ee age Ses ss i 6 ee vee ARS gL its ae 
— VY ae tie Ss pee hn os a eles NT ee Bet: peed ai i si neat ae eae a wee Booed Ties ie ae Pa ee Cpls. he 4 Ge is ve 
ere ws ae RMS ner ree i: TER os; “a COR aes Se - va iy isha : Rae AS Aer o Pont ae met Free eeererieee ? a ae Or AM pee. Sa 2 sig 
a 7 per e EES ae vata See Be can aie ; ely Sal eae: im po ee _) re 22 ole ae ie es a ce oy. ras, so an 
= ial a 2 eee Pe si es ae — ag ee | oo gee ae >. San Bi. re ae _— a 
F FA : 3 pi ee , oo pias ‘i RS re BS ns aia pitas ee e ‘Sal eee zal ae igs pall ae caRtnn tees ne oae pe piel ty aS ; i. a eis f 
ae Si a - nisi oe = ar aa aia . oe rs a mpi. og Vie zr be 1 pee gee . aa. Bae oP salsa te ene saa eal haaeae ie, - yes mee CN eae: ® i hha ‘ 
yw ‘4 wip figs dui # 1 ie ee cae — Sigaee Para 5 a ey Ria ogi at eS. og — Ey Bis cosines ed ney Sa eee Bi ook. ae ‘ 4 
; ~ inners ‘ < 2 ee Bh ar BS at PP ee ae oy he es noha Be: EE ee si Es a Piper oe Pa tS ae : aaa ree a Magee tae Pos ; 
Lt = ~~ a cy iS Bes Stam —_— ee a fi ae a a ie. e ee ee? oa a he ae erate nee as es ig iat a ee ss ae ons es aay pers 7 
ina ~ : eee ai ae Re ce _ ales or ahead Ree, wie i ee ed ca. a ‘ a pe apa ae Pe. eat beg we ae ro ee bs na ; me Og eh RENE by : 
ae ead - of ' = es ee pee ne Fence ‘ ” a ghee ig aii a ape ee bees pie 2 od SOOE Sote A MB. alee Pray. ena pe a i H seci ee i 
“Tg, =" ‘ , : ae — i a es pia Pao a ee yee = a i OP sean at oe vies aii: 3 2 na aed a Ae: 
ma. 4 —e a tty Oe . Sees : —_ ge Sa , ae sie si r ee TE ae . ,a ee Pe: 
. y = Ti eile rea . es a oF lene ae wil ll re a er seal ae pate hb Bi. |, CN Sapaameness pipes es Ei i a 
aan oa eS ae cae Pee. i Me, « & agg ia lillie ee op f ce Eas ae: Se rn 
<— “he - ee igo Ph ° by Ae ee a # x : ; 4 peer 2 ee A es ; u | See 
. “, es =< Be a te atitiin. ie : 1 ee Se Ms , rs oo ae ge ar : po i il pane soit ae mex if Peciaew a ei eo maal Revit 
= A | a pees : a De pale ghee Bye : % a ‘ arian: 7% x 7 fia’. SecepdeBaye a aera ; eee BA i cece) 
— Wa a a <<: SMR DIN chars mee ae Mo las Rewer ae : 7 > a nti ‘% =a — amcertoies ie 
“SE = Ad a aie ee Bee a. ia yg al ag ae , ——— ee : ‘y a eae ieee 8g “all ates re fh ee ne 
-S. ) © c— 4 ae en. Ae “a ae & igor # "aad Baty” . a ete “g f sei gh ouegisteame iat Se : Bn Oe il a beens te sa c 
=~ ~ = oe a soe! a WR, ele ~ ge Oe ge pot nee 2 a gaa itp tiie eee: ars . Shy , a es all 
: = i ie ae ; Few: Bae iors: ~ aerial ba ~ <—_— at pga ‘ OE Recall al” ae y a ay ig a 
V b FE, } a anes ea on : a — US So i eee ae re ee se eles ae «i ee K 
» Was , er , leet. ey as CM «Serle B Paso ae ee ae ee aii Tea ? ' ¥ 
¥zZ _: ieee P ee i oa * +t _ _ aa ey epee hy awe OO” nfs pi ata ie Re ions z rs 3 coin aa ae va 
ig 7 Sip. | Lie ane oa P34 “ey ee Oe ps rail i 5: a ee ag Sect ae q a , a caaaaiadls ie a ‘ 
“~g f= &S Pree et anes Pe a ie Rasa cay « Be ee So cust veers hed Ps aie AO eR si BE a Re sie ule Pi te PR aes te! age ser a ee” Be 
— = y 1 A le US alge fe ee 23 ee ine ee ee i I es suite pers bi 
AE ge OR ee sith ae GR ean ] dace aaa a eee mise Ro i 
4 ‘ EME. abeaa i ery euee’ * ise gin rrcteete ee fia: Se ag Peat ieet ae oy ae bec ee: sy ER: Sig ee Seen) 9 Rear Pl bie pea ras ene i Mga * 
/ + “A 5 S; V, , } Bet a oie ag ’ ‘ te “ae is eal Si RR: BAe! Ba ee ae: Be ; ae ee ae Oe ie ee ee hh sabe aes idee Og WLIAEE Bach 1 i i Re ibs ees he es Pie a 
a, Pe | , y a il pe ae Sie scien s whe ae i Soa AMG) ae i! See. ae Pe ee a sabi ee nae TE cose Cae OE toate Dhees 2 so ae enpriey ag sits 
& 2 fi ' ee. * AL ) je x aa Pt Bae: ee sper ew ET sar 4 Re oes et I ie: Fed pe Se ie oe 
€ ry: dy gig: 5 a ee genes a as Snes ater he — Pr cae ery i asec ual i ag. SO i RE Pie io 
ey J tens osteo eee ao at pongo ie “3 git aes ae Pr elie 7 rai ai aaa high eae ‘as i i , ee ? se gre $2 9 ; PEN I Pal RR isi : 
7 > 3S yy jy 4 . Se wae fo ee cay je Bt Barre seh oe Pe i WP ag git F viid te tis gi ates sani ee at es: ‘ae igh: oe ge: ff ay re 
“a ne aC ff / oe ee. «i Laas. ve og cone ae og ia Leer eer ge, he OL oo eee sitet Lo ie er ee es a ee fr nse 
i § F « — ae Saree Sa ae, ee ao eit ee rete . : ; Bt He Pa s sh BE sa eget teh el eon Lik ai eS «ah ol TEEPE Bree eae is oe 
7, 7 Se ae Praia Feel at —— ee ee peace ee ee ee er eee, beat ome Z Tithe ee! a eg ey ae wa - : 
ing ¢ 4 ie ae mee re Flt Pe Sales sg awe i e vvielaalia iP Resta ee ‘ Sieve ss ties Sie ee Mi pape ee: : aa a es ox eR ae Fe te we i. a E 
— < ~v al ) i” AX pags OG. TF Sg eerie tre 3 Pee oy ; ie a se Sai seal i a ame ae Pee ile y 4 oe fe gh ; ag ie ets ae - 
. , ‘ a ide poe Fe oe ha ed tet he oe Pee —— Smee Pe Oe Se at 2 ea Bere ? LOD ee RE gy acl bs is ae 
- mn > Fe ee ce ial Hine & RE ieee he ts ae asi Bag de he ii ei ah Rit ‘ ea peat: . xii awe arise besa ; pe Se ane iO Si 5a ES: - 
~~. / 4 , : \ elles ' call A ae era en Ng, om 2 eS pee OE heh Sei Siew en - 
™ Z i 1 4 - pestis sagem a” ancl Sele f 2 x ai Sag, FEROS PR eee cee ithe waa aes neat eae all ae pig s 
i "i aga Ee tt ; i isle gee sie ‘pei ai if j tags “ihe as il al 
Yi ' ‘fe { \ RE iii * Liisi ye Bh pei tte BE i ne Pag ail 5, gin 4; ” oe ae =5 
: ; ae ae 3 eg cg ee Ee em Pe ERS: ai 
j Y J Ni maid LR RT EEE nae Me LEK AO Be aM Tg i ise Sete io ie = 
; _ st ae a es he i cla RiP Re Bare , tail Re Oe” ie ; a 
, J's ; » . % fi A ae sage Presses a aie hist ae hy: is vee wel ae ¥ a Seg : 4 
Oe atted 521 “ah bs 6 te this “ 7: * “s a "4 Matt ™ ey * z 
ws Gg ons ti ee ill a eg ee Barret 
iA a / ‘ Tue De ae ae atest ee pene 
\ - \ te aa a. hi oi a Ny 
7 oa B wa \ i OO sat Nig Pshe i, a bie. Mag se 
. ‘ \ 83° — iis 
me ’ rae 
we = a 
o- 1 eac! : A. 
te ers 
in th al 
Pa 
( ‘ a 
‘ ‘ * ae ae 
‘ a 
=} gs a hes 
ju tly , 
# 
f ¥ 
ne } : ‘ 
1 oy a 
See 
Gast 4 
j je GP. 
Cir eS 
isa 
a ig =e ? 
c : i, 
a es 
rn Living rae 
a 
: J 
y A - 
% . ~ : 
* 
: a 
x i " of 


30 


Tea Bureau Will 
Resume Comic 
Ads in 22 Markets 


New York, Aug. 1.—The Tea | 


Bureau, with an advertising bud- 
get of $250,000, approximately the 
same as last year’s, will resume 
comic strip advertising this fall in 
newspapers in 22 market areas 
from coast to coast. The bureau 
is entering its 11th consecutive 
promotion campaign, but the 
1944-45 use of comic sections of 
newspapers was the first general 
drive in three years. 

Benjamin Wood, managing di- 
rector of the bureau, said the new 
campaign, consisting of full color 
one-third page comic spreads, will 
feature hot tea through the win- 
ter season, with members of the 
tea distribution trade in most parts 
of the country cooperating with 
local merchandising. 

Newspapers carrying one set of 


| comics monthly will be used in 
| Atlanta, Baltimore, Boston, Buf- 
\falo, Chicago, Cincinnati, Cleve- 
land, Des Moines, Detroit, Hous- 
ton, Los Angeles, Milwaukee, 
| Minneapolis, New Orleans, New 
York, Philadelphia, Pittsburgh, St. 
|Louis, St. Paul, San Francisco, 
Seattle and Washington, D. C. 
William Esty & Co. is the agency. 


| . 
Plans Wallace Series 

James Fisher Company, To- 
ronto, will release a Canadian 
campaign to metropolitan dailies 
early in September for Wallace 
sterling silver flatwear. R. Wal- 
lace & Sons of Canada was re- 
cently organized with sales offices 
in Toronto and factory in Cook- 
shire, Que. The parent company 
is R. Wallace Sons Mfg. Company, 
Wallaceford, Conn. 


Dwyer Joins Chirurg 

James L. wwyer, tormeriy with 
Wm. B. Remington, Inc., Spring- 
field, Mass., has joined the Boston 
copy staff of James Thomas Chir- 
|urg Company. 


Washington Newsboys 


Spread Tin Can Message 


A total of 300,000 especially 
prepared tin can salvage doorknob 
hangers were distributed by car- 
rier boys of the four Washington, 
D. C., newspapers during July. 

The Washington Daily News, 
Evening Star, Post and Times- 
Herald cooperated with the Ad- 
vertising Club of Washington in 
the concentrated drive. Each 
paper snared in the cost of pro- 
duction of the doorknob hangers 
and over 5,000 carriers distributed 
them on their routes. 


Adds Import-Export 

United Sales Agency, Chicago, 
importer of wines and spirits from 
Latin American countries has 
established an import-export di- 
vision to handle the sales of all 
type of merchandise from Latin 
American and European countries. 
The division will be under the di- 
rection of M. Franz Britling. The 
company also maintains a mer- 


chandising and advertising opera- 
tion in conjunction with its im- 
port activities. 


Chain Store Guide Out 


The 1945-46 Directory of Manu- 
facturers will be published in Au- 
gust by Chain Store Publishing 
Company, New York. The 150- 
page issue will be distributed to 
executive personnel of approxi- 
mately 1,500 variety and general 
merchandise stores, and will con- 
tain more than 3,000 separate 
merchandise classifications and 
more than 8,000 listings of manu- 
facturers. 


Thompson Promotes 


Donald C. Gibbard has been ap- 
pointed sales manager of the serv- 
ice division of Thompson Prod- 
ucts, maker of automobile and 
aircraft engines, St. Catharines, 
Ont. William F. Garner succeeds 
him as district manager in central 
Canada. 


Ethyl to Philadelphia 


Philadelphia 


be manager. 


Ethyl Corporation has opened a| 
sales division office 
in the Fidelity-Philadelphia Trust 
building. Matthew A. Taylor will 
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2nd Experiment 
with New Chains 
Opened by Butle; 


Chicago, Aug. 1.—Butler Bry 
in a mid-year report to s!| 
holders, has revealed that it is ex. 
perimenting with a fourth ty; 
distributor store, a small, sm 


modern ready-to-wear Women’s 
shop named “Ruth Barry.” The 
first was opened last sprin® jp 
Queens Village, N. Y., and ap. 


other will start in Oak Park 
within a few weeks. 

In March the company 
nounced the opening of an ex 
mental Homecrest hardware 
(AA, March 26). It now rep 
that two Homecrest stores 
operating and a third will 
soon. If the Ruth Barry 
|Homecrest stores develop int 
profitable operations after 
chandise shortages end, both type; 
of stores will be offered for 


OCa! 


ilar to those of Butler’s 2,200 Be 
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Well set up a date for you—any WMouday 


Here are just 


a few of Aviation News’ 10,000 


weekly subscribers. These men represent the bulic 
of aviation’s tremendous purchasing power. They 
are the key executives in our largest manufactur- 
ing plants, airline operation and maintenance 
heads, officials of military and other government 
and civilian agencies, distributors of aircraft and 


pa rts, 


Busy as they always are, they must find time 
to keep up to the minute on aviation happenings 
today, what’s going to happen tomorrow. 

To bring these men a swift appraisal of aero- 
nautical events and trends, the editors of Aviation 


COVER ALL THE BASES WITH... AVIATION NEWS °* 


vialion 


News analyze and interpret the day-to-day avia- 
tion developments and present them completely, 


authoritatively, and compactly 
morning. 


every Monday 


We'll gladly arrange a productive interview 
with aviation’s most influential men— through 
the advertising pages of Aviation News. Just 


name the Monday. 


More Details Available —Send for your copy 
of “10,000 Key Men who shape the course of 
Aviation.’ Write Aeronautical Division, 
McGraw-Hill Publishing Co., Inc., 330 West 


42nd Street, New York 18, New 


Aviation’s on.y weekly 
AVIATION °* 


York. 


News 


AIR TRANSPORT 


Franklin variety stores and Fed. 
erated dry goods stores. 

T. B. Freeman, Butler president 
told shareholders that the mer. 
chandising of the Ruth Barry 
stores “is not new to Butle 
Brothers, because of their similar. 
ity to ready-to-wear department 
in large, well established Feder. 
ated stores.” 

The report shows that the con. 
pany-owned Scott and Burr store 
“numbered 143 on June 30, con- 
|pared with 141 a year ago, ani 
| that additional units will be added 
| after the war. The company plan: 
| also to buy other stores for resale 
to qualified operators in order t 
expand the Federated and Be 
Franklin voluntary chains. 

Butler sales for the first 


888,194 
year. About $32,800,000, or 57' 
of the ’45 volume consisted of re 
tail sales of Scott and Burr store 
and shipments to the _ sponsoreé 
chain stores. Scott-Burr 
| were $8,390,649, up 14.58% 
| the first half of °44, 


Thompson Becomes V.P. 
of Mercready & Co. 


G. Andrew Thompson, forme! 
advertising manager of the pr- 
mary battery division, Thomas 4 
Edison, Inc., 
Brookfield, N. 
J., has been ap- 
| pointed vice- 
president and 
| art director of 
|Mercready & 
|Co., Newark, 
| industrial sales 
promotion 
agency. 

Recently Mr. 
| Thompson has 
been manager 6 Andrew Thomps 
of art and pro- 
| duction of the industrial divisi0! 
| of A. W. Lewin Company, Ne’ 
| ark, and at one time headed 1 
| own art service in that cit 
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| Stromberg Ups Knapp 
| Colby H. Knapp, who ha. beé 
| with the priorities departn 

| Stromberg-Carlson Compar 

| chester, N. Y., since the wer, 
| been appointed supply sale ma! 
| ager for the company’s te! pio! 
| division. 
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COWAN PUBLISHING CORP. 
342 MADISON AVENUE, NEW YORK 17,0. ¥ 


ownership under agreements sim. 


months of 1945 totaled $57,432- 
702, compared with sales of $5i- 
in the same period las 
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t Buick Starts New Bell Brand to McCann ‘Sun’ Promotes Padulo Kellogg Names Harvey Names Phil Gordon 
" Bell Brand Foods, Los Angeles, John J. Padulo, comptroller of} S. W. Harvey has been named Gypsy Dyes, Inc., Chicago, has 
ns Product Series maker of potato chips, peanut but-|the Chicago Sun since pre-publi- | assistant sales manager for Can-| appointed Phil Gordon Agency, 
ter and other packaged foods, has|cation days, has added the addi- | ada of Kellogg Company of Can- | Chicago, to handle its advertising. 
er Flint, Mich., Aug. 1—Buick di-| appointed McCann-Erickson, Inc.,| tional duties of assistant business | ada, London, Ont. He has been | 
vision of General Motors Corpora- as advertising counsel. manager. supervisor of the prairie prov- 
Bros, tion marks its return to product ces i, Side . (hue Sl P smees for the past year. — PERERA 
shore. [3 ortising this month with a four- | >anderson Transfers Purchases ‘Gift Wares’ _ a SIGHS OF LONG LIFE’ 
2 “X- @ olor spread in national weekly D. E. Sanderson, for the past 12 Frank McKellar has resigned as | Meyer Joins Agency FOR QUANTITY BUYERS 
‘Ye of anc monthly magazines and farm| years sales and advertising man- sales manager of the Los Angeles}; Fred W. Meyer has resigned as | THE ARTKRAFT* SIGN CO. 
Martly ublications, featuring a theme of | 28¢T of Oneida Community Ltd.,| Downtown Shopping News andj|national advertising manager of Division of 
omen’s a ition hom war to combined Niagara Falls, Ont., is returning| has purchased Gift Wares, na-|the Honolulu Star Bulletin to be- fog hy gg ng boi te 
> The a t* - ; to Oneida Ltd. as merchandising | tional trade publication, which he| come marketing and research di- | </ The World's pneneas hindiniticies @ 
ins jn (gat and peacetime operations. manager, with headquarters in| plans to publish under the same| rector of the Leon Livingston Ad- | All Types of Signs 
id an. Long considered : leader in war | Kenwood, N. Y. | title. vertising Agency, San Francisco. | ctegs: ciao pd 
rk. yy. ggtheme advertising, using liberal 
‘Bspace and color to tell its 
yan. [wa time story of Liberator bomber 
experj. ge ene nes, Hellcat tank destroyers, 
€ store mstee! shelleases, etc., Buick sym- 
reports gq oolizes the impending conversion 
es areggto automobile production in its 
ll open fmpresent release, captioned: “So 
ry andgmnice to come home to.” 
4 a Will Add Newspapers 
th types The four-color advertisement, 
or localfMappearing in leading magazines, 
its sim-§farm publications and business and 
200 Benfautomotive publications, is under- 
1d Fed-Bstood to be the forerunner of a 
3uick product selling campaign, 
residentfMpased on 1946 automobiles, which 
1e mer-{will be supplemented by large 
BarryfMpewspaper insertions as car pro- 
Butle juction and distribution gets un- 
similar-fider way. New Buicks may roll 
artment#rom the assembly lines before 
Feder-Mioct. 1. : 
Against a background of war 
he con-H&cenes and products, the present 
* — id spotlights not a postwar auto- 
aed fe nobile (which might have been 
to added expected in the light of current) 
vad i ompetition for public attention), | 
A: ut a super-streamlined 1942 | 
ptt he _ menodel which, the ad says, “Sets the | 
ad tel high standards to be surpassed in | 
4 lew models now being made | 
first six eady.” 
$57,432. Arthur Kudner, Inc., is the | 
of $55.gmpeency. a 
riod las 2a | 
yg " Schenley Names Doran, | 
vr wtorititter and Hiffman | 
ponsore Jack Doran, formerly midwest- 
rr sale@™e™ sales promotion manager of 
80, ovempchenley Distillers Corporation 


filiates and Cresta Blanca Wine 
ompany, has been appointed na- 
ional sales promotion manager of 


s V.P. . _ Distributors, Inc., New 
: Tom Ritter, formerly with 
forme! Arcy Advertising Company, St. 
the prfgculs, has joined Schenley Dis- 
hoanas A tibutors, Inc., as sales promotion 


manager in the Midwest. Erwin 
liffman, formerly with Schenley, 
liram Walker, and owner of his 
Wn point-of-sale service com- 
any, has joined Three Feathers 
istributors, Inc., Schenley sub- 
idiary, as sales promotion man- 
pger of the midwestern region. 
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Nobody Makes This Lad Go Fishin’! 


Over 300,000 of the cream of American sportsmen— 


Berggren Transferred 


Richard Berggren, with Garfield 
‘ Guild, San Francisco, has been 
transferred to the company’s Los 
ingeles office where he will serve 


scopy chief. Mother, Dad, Teacher—no one has to force him to go 


al divisiol : . a richly responsive ; 
=e —_ — ’ k group — enthusiastically follou 
any, Nev Pod fishin’ oy ae than Huck Finn or Tom Sawyer. It's Field & Stream — read it with religious zeal and 
ieaded hl born in most lads—and it’s Young America, grown to thoroughness. 
cit) P manhood, that makes of fishing a multi-billion dollar Thetiien ties fi ‘et f " 
o . rilling films from Fre Stream's famous fish- 
You I] hand it to market, the Number One Sport of America. ing and hunting motion picture library, the only one 
Lapp Too, many of the millions of boys in service will conducted by a sportsman's magazine, entertain 
has bet us for soon return—trained and conditioned to outdoor living millions of ey acnuasaes ee countless 
etn nt —eager to enjoy the wonders of peacetime America, ; ia 
pany, Ri with rod, or dog and gun. Here indeed is a MIGHTY Editorial leadership is the soundest background for 
ne EPEN DA Market* for the thi k 4 ect men use! advertising leadership. That's why Field & Stream 
BP wel, “a a e ings you make and active wig celebrates its 50th Golden Year as America’s choice 
sale ae FIELD & STREAM PUBLISHING CO. among active, key sportsmen —and its 35th year as 
te the number one selection of advertisers —every year. 


515 Madison Avenue « New York City 22 


*—$4,000,000,000.00 annual expenditure for fishing, hunting and 


: Number One Sportsman's Magazine 
boating — post-war estimate by the U.S. Fish & Wildlife Service! i : 


America’s 


Field ¢? Stream ~~) 


for Celine 


Phone WABash 3304 


418 S. Market St, Chicago 7 . 
MAS - STEREOS - ELECTROS 
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Radio Industry 
Opposes Single 
Market FM Plan 


Will Be Unworkable, 
Witnesses Warn at 
FCC Hearings 


Washington, Aug. 1.—Visibly 
impressed with suggestions and 
comments directed at its plans for 


three classes of FM stations, the | 


FCC today closed the record on 
a three-day hearing on standards 
and 
and retired to work out the eco- 
nomic pattern for a “nationwide 
radio service.” 

Repeatedly, industry witnesses 
warned that the FCC “single mar- 
ket plan,” with its “metropolitan,” 
“community” and “rural” stations, 
would be economically unwork- 
able in many parts of the coun- 
try, and physically impractical in 
the crowded New England sec- 
tion, unless proposed regulations 
were modified to permit multiple 
market coverage in a number of 
important market areas. 


Network Heads Testify 


As the hearing developed, heads 
of the major networks and repre- 
sentatives of both standard and 
FM stations hammered on the 
central issue of whether the pro- 
posed FCC rules, limiting stations 
to a single market, would speed or 
retard the growth of the new 
broadcast method. 

Network executives, including 
Paul Kesten of CBS, Mark Woods 


rules for FM broadcasting, | 


of American and Niles Trammell 
of NBC, took the position that FM 
would be a necessary adjunct for 
many standard station operators, 
and that commission rules pre- 
venting program duplication and 
dual ownership in a community 
would result in listener dilution 
which would eventually damage 
radio’s program structure. 


No Change in Ad Rates 


|mission that most stations ob- 
taining FM adjuncts would prob- 
ably leave their advertising rates 
unchanged. In fact, he explained, 
they would otherwise have to re- 
duce their rates, for part of the 
AM audience would be lured away 
to competitive FM stations. 

Porter ques- 


| 
| 


| Chairman Paul 
‘tioned whether networks and 
standard stations were delaying 
FM in order to avoid new nego- 
tiations with the American Fed- 
|eration of Musicians. Increased 
|advertising revenue from FM or 
increased employment of musi- 
cians might bring new demands 
from the union, Mr. Porter sug- 
gested. 


Agree on Program Minimum 


Among the important differ- 
ences developed were: 

1. Networks and standard sta- 
tions in virtual agreement oppos- 
ing FCC’s proposed rule requiring 
a minimum two hours of non- 
duplicating programming from an 
FM adjunct, industry people gen- 
erally taking the position that FM 
was just another type of trans- 
mission. The commission con- 
tended that it should be a separate 
service. 

2. Networks opposed limit of 
six on number of FM. stations 


WHY ALL 


KCM0O is proud of its 


THE FUSS? 


award for outstanding 


promotion of Terry and the Pirates, sponsored by 


The Quaker Oats Compa 


Outstanding program prom 


ny. Sure! But why all the fuss? 


otion is the rule rather 


than the exception at KCMO—a rule that measures 


promotion in terms of potential customers reached. 


Let this rule be your guide to time-buying that 


brings positive results for your radio dollars 


invested in the Greater Kansas City 


agricultural-industrial market. 


For availabilities 


see your nearest John E. Pearson office. 


9000 
WATTS 


Basic Station 
AMERICAN Broadcasting Co. 


Represented by 
JOHN E. PEARSON 
CHICAGO 


NEW YORK 
KANSAS CITY 


G. Richard Shafto, chairman of | 
the NBC station planning and ad- | 
|visory committee, told the com- | 


argued that there is plenty of | programs for the listener; it pro- 
room for all. | tects the quality of talent.” 

3. Networks and industry peo-| (Considerable attention was de- 
ple saw no need for divorcing | yoted to the problems of the all- 
standard and FM ownership. |FM broadcaster competing with 

4. Strong argument that the|an AM-FM station. Everett Dil- 
commission’s plan for “rural sta- | lard, KOZY, Kansas City, re- 
tions” excluded from metropoli- | ported that his experience in 
tan areas involved so many lim-| competition with FM-AM KMBC 
itations that it would be a risky| jndicated that the two-for-the- 
business venture to build one. | price-of-one combination was 
‘tough competitor. Mr. Shafto said 
|that FM stations would have to 


Kesten States CBS Case 


not interested in regional cover- 
age provided by standard stations. 


was found in the statement of | 
Paul Kesten, executive vice-presi- | 
dent of CBS, who argued that AM | 
broadcasters must turn to FM to 
protect their audiences. 
Explaining his position on iden- 
tical programming, which clashes 
head on with the commission con- 
cept of “a special service,’ Mr. 
Kesten said: “Identical program- 
ming will speed FM set sales be- 
cause it insures first class pro-|to be moved in a matter of a year 
grams; by speeding set sales, it|or two, Maj. Armstrong, who re- 
opens the way for new FM broad-| mains unreconciled to the move 
casters: it enables the consumer | upstairs, argued that the com- 
to get along with an inexpensive | mission’s decisions has not been 


ventor, who predicted that early 
postwar FM sets would involve 
bands for existing and new “up- 
stairs” stations. Asked by Chair- 
man Paul Porter why the extra 


| expense was necessary if FM were | 


controlled by an individual. They) all-FM set; it simplifies following | fully tested. 


| 
} 
| 


} 


a | 


Crux of the industry position | cultivate local retailers, who were | 


Closing session of the hearing | 
today featured the testimony of | 
Maj. Edward Armstrong, FM in- 


“Cehola By ‘ age 


During the hearings, FCC he 
former Chairman James Lawren 


mt 
Fly and former Commissioner T to bl 
A. M. Craven, both in opposition metra 
to the “single market plan.” Com. 


missioner Craven termed the ; |; 
“an attempt to control the ceo. 
nomics of FM broadcasting ; 


time when such economics ar easter 
| undeveloped,” while Mr. Fly «aig woul¢ 
that it would leave vast areas — 
without coverage. hockv 
Cites Sree | New 

In a half-hour of lively discus. ss 
: : Yat 
sion, the former chairman dealt ee: 
in detail with the New England y 8 
problem, pointing out that in the [J joor 
congested area from Maine to th, Publi 
District of Columbia, the singk man 
market plan would involve ire. J paper 
mendous problems of interference spons 
and overlapping. He suggested J ™ ‘te 
that additional channels be pro- “ dio 
vided in the unused No. 6 tele- Far 
vision band to meet the FM need: J accoc 
of the New England and Middle & south 
Atlantic states. Assoc 
While the commission’s plan for  Oklak 
“community stations” to serve Crans 
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ential areas of metropolitan 

was generally approved, 
operators indicated a desire 
jlanket rural and adjoining 
metropolitan areas, arguing in 
many eases that it was a disad- 
tage to the public to deprive it 
¢ the extra program service, or 
-_ as in the case of a north- 
tern Pennsylvania station, it 
would be impossible to sell time 
._a rural station reaching only 
bockward areas. 


Newspaper Week Set 


National Newspaper Week this 
year will be observed from Oct. 1 
to 8, reports John B. Long, man- 
ager of the California Newspaper 
Publishers Association, and chair- 
man of the committee of News- 
paper Association Managers which 
sponsors the observance. Com- 
mittee members serving with Mr. 
Long are Doyle Buckles, Alabama 


Press Association; Frank B. 
Hutchinson, New Jersey Press 
Association; Walter C. Johnson, 


Southern Newspaper’ Publishers | 
Association; 
Oklahoma Press Association, and 


Cranston Williams, American 


Vernon T. Sanford, | that area. 


Newspaper Publishers Associa- 
tion. 

Simultaneously it has been an- 
nounced by Paul G. Lawson of 
the Exponent Telegram, Clarks- | 
burg, W. Va., chairman of the 
newspaper boy committee of the | 
International Circulation Man- 
agers Association, 
Newspaper Boy Day will be ob- 
served Oct. 6. 


Grey Appoints Clark 

J. Craig Clark, formerly stylist 
for Weber & Heilbroner, Inc., 
York haberdasher, and previously 
advertising director of Nebraska 
Clothing Company, Omaha, has 
joined Grey Advertising Agency, 
New York, as account executive 
on men’s wear. 


Paton Adds Frozen Foods 


John G. Paton Company, mar- 
keter of, quality food in the New 
York metropolitan area, has es- 
tablished a frozen foods division 
to assist packers in developing 
sales for non-competing brands 
of vegetables, fish and fruits in 
It is under the direc- 
tion of M. T. Fisher, vice-presi- 
dent of Paton. 


that National | 


New | 


American Management 
Plans Packaging Meet 


| Management Association’s 1945 
|conference will be a_ two-day 
packaging conference Sept. 18 and 
19 in the Hotel New Yorker, New 
York. Albert W. Luhrs, presi- 
|dent, Container Testing Labora- 
| tories, New York, and AMA vice- 
|president of the packaging di- 
| Vision, is in charge of arrange- 
| ments. 

| 


Hathaway to Humphrey 


Hathaway Mfg. Company, New 
Bedford, Mass., has appointed 
H. B. Humphrey Company, Boston 
and New York, to handle adver- 
tising. The account will be han- 
dled in New York, where Hatha- 
way maintains a sales office. 


‘Chronicle’ Ups Rice 


Pat H. Rice, advertising direc- 
tor of the Chronicle, Augusta, Ga., 
has also been appointed business 
manager. Mr. Rice has been with 
the paper since 1937 except for a 
brief period during which he was 


the Atlanta Journal. 


First meeting of the American | 


in charge of food advertising for | 


GMA Appoints Cogan 


Assistant to Willis 


Frank J. Cogan has returned to 


the grocery trade, after two and| & 
of government} * 
as assis- | j 


one half years 
service in Washington, 
tant to Paul S. Willis, president | 
of the Grocery Manufacturers of | 
America. Mr. Cogan was 


for-| { 


merly grocery editor of the New| 


York Journal of Commerce and 
more recently editor of Food Field 
Reporter, 

In Washington Mr. Cogan was 
assistant to the director of the 
Office of Exports, and chief of the 
food export control division of 
the Board of Economics, continuing 
in this position in the Foreign 
Economic Administration. About a 
year ago he joined the War Food 
Administration, working on U. S. 
civilian and foreign relief re- 
quirements for both the WFA and 
the Combined Food Board. 


Page Joins Davidson 

W. K. Page, formerly director 
of distribution of Addressograph- 
Multigraph Corporation, has 
ioined Davidson Mfg. Corpora- 
tion, Chicago, as vice-president in 
charge of distribution. 


iways 


OKYO 


ra here 


District Sales Offices 


Wastepaper makes containers for transporting 


NEW YORK «+ CHICAGO - 


bonds, env elope papers, tablet writing and papeteries . 


MILLS AT HAMILTON, OHIO. 
PHILADELPHIA + 


- HOUSTON, 
BOSTON 


. CANTON, N. C.. 
CLEVELAND - 


everything imaginable to our men in the Pacific. Distances are 
greater, rains are terrific, delivery takes longer, packages often 
must be washed in to shore, and they must be better wrapped 
than those which went to Europe. Contrary to general impres- 
sion, the need for wastepaper is as great today as ever, and it 
demands our very best efforts. Let every man, woman and child 


go after more wastepaper for transporting gifts to the Emperor! 


v 
= THE Champuin Vipuer AND FIBRE COMPANY...HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
- 2,000,000 pounds a day 


TEXAS 
* ST. LOUIS - 


CINCINNATI + ATLANTA 


place like 


Better Homes 
ex Gardens 
to sell 
2,300,000 
familves 
everything 
that makes 


for home. 
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Retail Tax Applies to 
All Toilet Preparations 


To the Editor: Several of our 
members have brought to my at- 
tention a statement in an article 
in your July 23 issue. This article 
was on the general subject of tax- 
able and tax exempt shampoos, 
In it there appeared the following 
sentence: 

“Under the tax list that went 
into effect April 1, 1944, the Treas- 
ury is collecting 20% on retail 
sales of toilet preparations that 
are marketed for more than 50 
cents.” 

This statement is in error. The 
20% retail tax on toilet prepara- 
tions applies to all toilet prepara- 
tions regardless of the price at 
which they are sold, and not 


merely to those which are mark- 
eted for more than 50 cents. 

S. L. MAyHaAM, 
Executive Vice-President, 
Toilet Goods Association, New 
York. 

2 ae , 

Cheer for Borton 

To the Editor: My favorite 
Monday night reading is ADVERTIS- 
ING AGE and my favorite article in 
this week’s issue was “You Ought 
to Know,” featuring Elon Borton. 
It revealed many newsworthy 
facts about Mr. Borton’s past ex- 
perience. 

As one of the so-called “grass 
roots” advertising clubs, we are 
extremely interested in the action 
of the Advertising Federation in 
making Mr. Borton 
president. 


its full-time | 
We are confident that) 


| 


he will do a lot to strengthen the | 
federation. 
C. H. BUTLER, 
President, Advertisers’ Club 
of Cincinnati. 


Claims Record. Parade 


To the Editor: The Detroit 
Free Press ad in your July 23 
issue calls the 1931 American 


Legion parade in Detroit the great- 
est parade in American history— 
100,000 strong and eight hours 
long. 

As used, the statement is am- 
biguous. If the copywriter means 
it was the greatest up to 1931, he 
may be right. If he means in all 
American history, he’s not. In 
1937 the Legion’s parade in New 
York City took 17 hours to pass 
the reviewing stand and there} 


PORCUS 


PLAYS GUINEA PIG!? 


Sales Manager: I’ve hit a snag on that postwar product of ours. 
Production says they can turn it out as a liquid a lot cheaper than 
as a powder. But, I think we’ve got to offer it as a powder. The 
whole trend in the food field is towards dehydration. 


President: Why not make a product test? 


Porcus : Why not, indeed? And better yet, make your test in Iowa! 


Porcus: You see, as a test area, Iowa is unique: 
It’s self-sufficient; has a strong wholesale food 
set-up; and provides a true cross-section of 
American life. Equally important, it’s inex- 
pensive. You can cover 70% of all the urban 
consumers, wholesalers and retailers in the state 
through The Des Moines Sunday Register. 


Covered 
by 


A STATE-WIDE 


Porcus: And if you think that sounds good, 
consider what happens next. By the end of 
the test, your brand and name will be estab- 
lished in a market that isn’t only one of 
America’s “First 20 Cities” but the first from 
a standpoint of what you'll need when the 
war ends: stabilized buying power! 


| 
| 


| 
| 
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Metropolitan lowa- 
THE DES MOINES REGISTER ann [TRIBUNE 


URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


the record straight. 


hundred thousand 
in line. Just to keep 


were several 
marchers 


J. B. MILGRAM, 
Advertising Manager, John F. 
Trommer, Inc., Brooklyn. 

- oe 


Getting the Vitamin 
Situation Straight 


To the Editor: In connection 
with the article in your June 11 
issue, dealing with the use of du- 
Pont synthetic vitamins in con- 
densed milk, let me state the fol- 
lowing: 

Vitamin D, is not a vegetable 
synthetic but an animal synthetic. 
It is made by duPont exclusively 
by obtaining the basic chemicals 
from certain animals and then ir- 
radiating it to give it the neces- 
sary potency. 

In contrast, Vitamin D, is a| 
vegetable synthetic in which the | 
basic material is obtained from | 
yeast or molds and this too has 
to be irradiated to give it its po- 
tency. | 

Both materials, as far as sci- | 
ence knows at the present time, | 
are equally effective in combating 
rickets. The formation of good} 
bone requires one or the other of 
these materials. 

There is another D complex 
which also works well and this 
originates in the livers of the bony 
fishes. At present this fish ma-| 
terial is not commercially con- | 


|centratable so it can be used for | 
ithe enrichment of milks—either | 


fluid or evaporated. 
HucuH H. Darsy, 
Editor in Chief, American 
Cookery, New York. 


, FF 


‘Auto, Horse and Pulse’ 


To the Editor: “The Horse or | 


| the Automobile?” is a title that | 


sounds strange today, but it is the 
title given a collection of rare 
items of discussion on the subject 
of the automobile by the Journal | 
of the American Medical Associa- 
tion, taken from its first automo- 
bile number, back in April, 1906. 

“The Horse or the Automobile?”’ 
recalls the days many remember 
in which that was the popular 
question. Some of the items in 
this tome are rare indeed, such as 
“The busy physician should stick 
to the horse,’ “The automobile 


| superior to the finest blue grass |* 
| fine 


steed,” “Should the physician have | 


auto, horse and pulse.” 

In these articles are illustrations 
showing the proud possessors of 
what were then luxuries and 
would now be considered curiosi- 
ties. 

The content of this tome may | 
be of interest to your readers. | 
We have an idea it will, and we! 
shall be glad to supply a copy to 
anyone interested. 

WILL C. BRAUN, 

Business and Advertising 

Manager, American Medical 

Association, Chicago. 
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Permission Granted 


To the Editor: This is to re- 
quest permission to use your ar- 
ticle, “Consumer Brand Prefer- 
ences April, 1945,” from your is- 
sue of June 11. 

We wish to reprint the article 
in our dealer bulletin which goes 
to Philco dealers throughout the 


Ovip_ RIso, 
Advertising Manager, Philco 
International Corpora- | 
tion, New York. 


War Chest Rd Does a lob 


To the Editor: We are enclosing 
a proof of a full page advertise- 
ment which appeared in _ last 
Sunday’s Minneapolis Tribune. 

We prepared this ad for the 
Minneapolis War Chest and had 
our client, Investors Syndicate, 
publish it. We have taken our 
best known local personality, Ced- 
ric Adams, Star-Journal and Trib- 
une columnist, and explained the 
various activities of the War Chest 
in what we believe to be an in- 
teresting and informative fashion. 

The reactions to this ad have 
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alreg..and Nets Fs: 


am” Baa where our WAR CHEST dolor. 0: 


va RAE 
ie ae 


IVVESTORS SVABICATE 


CLICKS—A _ local personality has 

proved its pulling power in this ad 

published by Investors Syndicate for 
the Minneapolis War Chest. 


| titled 
| peared on Page 32 of the issue. It 


ito use 


/an automobile?” and “Statistics on herste by the 167 


| been very substantial already in 


the form of requesting copies of 
the ad for placing on plant bul- 
letin boards and for additional! 
copies of the War Chest annua! 
report. 
E. A. CASHIN, 
Vice - President, Batten, Bar- 
ton, Durstine & Osborn, Min- 
neapolis, 


Criticizes AA for 
Printing REA Letter 


To the Editor: We have just re- 
ceived the July 9 issue of ADver- 
TISING AGE and have noted with 
some disappointment the item en- 
“Some Bull?” which ap- 


appears to me that use of this ar- 
ticle displayed rather poor tastt 
and judgment on the part of Ab- 
VERTISING AGE. 

Our company happens to be one 
of the 167 light and power compa- 
nies sponsoring the national ad- 
vertising program, handled by the 
N. W. Ayer agency. It is unfortu- 
nate that this agency used a farn 
which was being served by REA 
However, it could also have been 
pointed out that the fact that 


REA is able to serve this and other 


farmers is because electric power 
at low rates is being made avail- 
able to the REA by the business- 
managed, tax-paying light and 
power companies. 

For a publication that lives by 
advertising, it appears in bad taste 
an article holding up t 
ridicule advertising. Many very 
advertisements have bee! 
light and 
power companies cooperatively 
and as _ individual companies, 


| which have not been mentioned i! 


APVERTISING AGE. 
At the very time when investor- 
owned light and power companies 


|are fighting for their lives against 


tax-subsidized, wholly unfair gov- 
ernment encroachment, and using 
advertising extensively to fight 


| this battle, it would appear to be a 


bad time for an advertising publi- 
cation to assist in ridiculing them. 

We certainly have no quarrel 
with rural electrification coopera- 
tives. Our company supplies 
power to some 14 cooperatives in 
three states. Our relations with 
the local management of these o- 
operatives is fine. We are ior 
rural electrification and have been 
responsible, to a great extent, (or 
making it possible, as has every 


other business light and power 
company. 
For some REA _propagan¢ \s! 


4 
\ 


from the national office to dis’ I 
an advertisement and use it ‘0 


|ridicule the business companies |5 


all right if he wants to spend 


|time doing that. For an adve! 


ing magazine to take this mate 


|and spread it before the publi 


in my opinion, exceedingly | 
judgment. 

The business-managed light 
power companies, representi! 
portion of the American sy 
of free enterprise, are a pal 
the only economic order wu! 
which publications such as y 
can exist and prosper. Ours 
the industry picked by the so¢ 
ists as the first to be socialized 
that they have made some Pp! 
ress, thanks to assistance, 
times unwittingly perhaps but 
least freely given, by dozens 
publications whose very life 
pends on American free e! 
prise, which is the exact opp‘ 
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government ownership snd op-|Moore JoinsFCSB —_—| Keeton, &, St lies, Advertising| ine, McCarty Company, Lot An-IRGE Appoints 
5 Find oyt os vo an ae business is Jack Moore, formerly eth | semmaaer and pees Bho art di-| 2 ——— a Norman Bertels, with Kenyon 
> - ‘timeete aad that we have as | Sherman K. Ellis & Co. and Gen-| yector. & Eckhardt, New York, for two 
cack right to stay in business as|€ral Outdoor Advertising Com- caniidiipaentnaieaal Pratt Elected years, has been appointed produc- 
magazines and newspapers. We pany, has ee, ae — 7 : | Haraden Pratt viewpeentent |dermaste ee HixsoneO’Donnell 
are going to fight to the last ditch | Verusins stam ee in charae of Shaw Promotes Klitten and chief engineer of American | Advertising, New York, has joined 
to protect and “ove our business. field service for the eastern sea- Martin R. Klitten, account ex-| Cable & Radio Corporation, New| the agency's production staff. 
x We buy lots of advertising ee | hn and region ecutive of the Shaw Company,| York, associate company of In- aoditmmiinalipaigisiie 
and time in an effort to factually : Los Angeles, for the past four! ternational Telephone & Telegraph | Byockman to Rambeau 
> | tell our story to the public. The . years, has been appointed vice-| Corporation, has been named 
socialistic planners apparently get|To Keelor & Stites president in charge of new busi-|chairman of the Radio Technical; Robert Brockman, for many 
¢g most of theirs free. Thomas P. Wright, formerly|ness. He was previously Pacific| Planning Board, succeeding Dr.| years with KXOK and WIL, St. 
i stn eee Scuwincee, production manager and art direc-}Coast advertising manager of|W. R. G. Baker, vice-president of Louis, has joined the New York 
v Advertising Manager, South- tor of R. J. Potts-Calkins & Hol- | Firestone Tire & Rubber Com-| General Electric Company, Schen- | office of William G. Rambeau Com- 
ian te Com- | gen, Inc., Kansas City, has joined'pany, and account executive of| ectady. pany, station representative. 
pé ’ ’ . 
, wee {Editor’s Note: It has always 
} been ADVERTISING AGE’s policy to 


present material which we believe 


K] is of interest and possible impor- 
tance to the field, regardless of| | NDS NEW YO K 
whether it is favorable to adver- 7 


tising or not. It is our firm con- 


_ has vinction that any other course 
Ws ad would be ostrich-like, and would 
: for be a real disservice to our read- 
iT. ers. | 
—— > | * 
dy » @ Praises Publishers for | 
S Ol . 
t bul. | 7th War Loan Aid 
Ational To the Editor: Our gratitude E) 
annual seems small-fry! 
N It’s inadequate for the gener- ‘ 
Rar. osity, for the patriotism, for the 
Min- effectiveness of publishers’ coop- 


eration during the 7th War Loan. Xe 

In our Washington offices, you Pp 4 
can see for yourself the colorful Eé 
and ingenious war bond covers 

that are displayed, not by tens or . 


otha scores or hundreds, but by the ©1945 A 
1 with thousands — covering walls from se 1 ~ 


m en- floor to ceiling. A 

h ap- And that’s not all — editorials, | 

sue. It full-page ads, cartoons and fea-| 

his ar- ture articles are all massed to- BOYS B hy, 

> taste gether in a demonstration of = 

of Ap- forceful influence unmatched in 14 

b any previous campaign, public or 4 

rent private. 14 

al ad- That’s why our simple words of 

by the appreciation for your vital war ly 

ifortu- effort support don’t measure up to 

a farn the Treasury’s pleasant wish — to 

' REA tell you how grateful we are. But 

2 been your magnificent war financing ' 

t that contribution has other rewards: 

Poo it’s a helping hand for the care 

an. r our a a meters blow to 

siness- own any threat of inflation, a ‘ - @ 

t and kind friend to fulfill hopes for ponsored Esqui with leadin newspa rs 
education, homes, security. s by re 32 g pe 

ves by Evinu FE. Harris, from coast to coast 

d taste Chief, Periodicals Section, 

up t War Finance Division, Treas- 

b vip ury Department, Washington. 

it and aps 


atively Washer Ass’‘n Elects 


panies, 


’ 
rs BP geal, Gallagher, president It’s a challenge to youth . . .a boost to baseball 
and genera ger, Automati 
vestor. (Washer Company, Newton, Ia., has ...@ Stimulus to sports and physical fitness. 
—e Pg 2 GE GT IS oe A a 
aqaver 4 res 
Poors COREE of me American Washer And it's the rn a litetime 3 top y 
, & Ir Mze turers’ Associa- 
using J tion. ‘The group has opened new ballplayers chosen for the All-American Game. 
* be ; rege ea at et ae . 
publi- a pan! ao ti aa ‘Electric a * pl * 
co hee ae — proud to - vi forward-looking 
‘ompany, both o troit. ° s 
opera- gprs aac role in sports. Through its sports- minded 
plies one . 
ves i Paso — Nets editorial policy and its many sports on 
6 koe activities, Esquire is the favored magazine of | 
or Pacifi ; vertising Com- 
aN ma I ny; San "Weantiene: and Holly- f res ga 4 E 
or wood, b int i s « a 
"every fp ting and public relations counsel men who are doing things in sports. aed 
power ‘or Associated Broadcasters, Inc., 
{ Universal Broadcasting Com- a 
gan! ist pany, " 4 
distort The agency will also serve hae 
it to ~ ation KSFO, San _ Francisco, 4 
nies is Universal Bye sec and a in- a , ba ; 
| is nat s rav stations wee 
od hs Te cwip'eea wi, “me atone oS Proceeds to Living War Memorials Commission # 
ate siaeiieeanienilaniisiiats : 
blic 's, . ‘ . e Pp | ° 
pot ee ee | and Nat'l Foundation for Infantile Paralysis 
ht ond es in the New York area have Voted most valuable player of the 1944 All- 
ry sotiiien Padacetea to omen on eee ee tas Come. Seed nt ; 
art Ol learing house for information, yeor by e roit Tigers, ierce is now ploy- 
niet promote expansi f co-ops, ; : | 
ae promote ‘expansion of co-ops, igg with Buffalo in the International League. East Team coached by Babe Ruth. West Team coached by Ty Cobb. | 
rs S by existing cooperatives in q 
sociiil- area. Membership is open to 
zed organizations affiliated with 
pros Eastern Cooperative League, 


ch serves 11 states. Officers 


3 e 
but al Dr. Rudolph Treuenfels, presi- ZINE FOR MEN OF TODAY AND TOMORROW 
en: t; Rev. Richard Morford, vice- qu 


‘We. 


fe ‘ ident: Margaret Bender, sec- 
el ary, and J. W. Atkinson, 
ppt surer. 
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Three-Point Ad 
Policy Told by 
General Mills 


Minneapolis, Aug. 1.— Three 
cardinal principles adopted as the 
basis for all General Mills adver- 
tising were set forth this week in 
the company’s 17th annual report, 
which lists total sales of $280,- 
000,000 and earnings at a new 
peak. 

In an effort to make advertising 
a greater help to the consumer 
and “a benefit in the expanding 
economy,” James F. Bell, chair- 
man of the board, and Harry A. 


Bullis, president, said General 
Mills had adopted these prin- 
ciples: 

“(1) Our advertising shall be 
factual, informative and educa- 
tional. 

(2) It shall render the maxi- 


mum of helpful service. 

*(3) It shall attempt to expand 
markets rather than take business 
from competitors.” 


Earnings Exceed $6,474,000 


While maintaining advertising 
and trade promotion consistently 
during the fiscal year ended May 
31, General Mills reported net 
earnings of $6,474,493, compared 
with $5,556,912 for the preceding 
year. Physical volume of flour, 
ready-to-eat breakfast cereals, 
other packaged foods and preci- 
sion fire-control instruments for 
the Army and Navy all were at 
higher levels than during the pre- 
vious year. 

In the food field, General Mills 
has a number of new grocery 
products ready for commercial 
manufacture as soon as conditions 
permit, and the report lists excel- 
lent progress made by the com- 
pany on chemurgical products, 
such as industrial wheat starches 
and glutens, soybean oil and other 
soy products, most radical in their 
departure from present General 
Mills products, 

The General Mills home appli- 
ances, which field the company 
announced it was entering in 
July, 1944, will be introduced to 
consumers soon after the first of 
the year. Marketed under the 
G-M name, the appliances will in- 
clude electric irons, pressure cook- 
ing utensils, automatic coffee 
makers and others not yet re- 
vealed. They will be distributed 
through such established chan- 
nels as hardware and department 
stores, with other dealer outlets 
to be set up as sales warrant. 
No large size appliances are con- 
templated at present. 

Advertising plans will not be 
announced until later in 1945, but 
Mr. Bell stated that radio would 
definitely be one of the media 


\ 
COLLINS, MILLE 
& HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


employed. Promotion for the ap- 
pliances in business publications 
is scheduled to get under way in 
September. 


Adds Radio Series 


General Mills also announced 
this week an additional radio 
series, probably to promote Betty 
Crocker products, to start Sept. 
17 on 192 American Broadcasting 
Company stations, with format of 
the program not yet settled. It 
will be heard Monday through 


Friday, 10:25-10:30 a.m., EWT, 
through Dancer - Fitzgerald- 
Sample, Chicago. 

General Mills is spreading its 
annual report before the public 
this week with large-space news- 
paper advertisements reproducing 
the spread it will run in the Sept. 
8 Saturday Evening Post, featur- 
ing the report. 

Cartoons by Lichty help provide 
an understandable answer to the 
question, “Where, oh where did 
the money go?” 


Sonotone Names Rudiger 


Carl Rudiger, manager of the 
audiometer department of Sono- 
tone Corporation, Elmsford, N. Y., 
for the past four years, has been 
appointed assistant sales manager. 
He will continue to head the 
audiometer department. 


Bass-Luckoff to Hollywood 

Bass - Luckoff, Inc., Detroit 
agency, will open an associate of- 
fice in Hollywood about Sept. 1 
|to handle western accounts. 


TU Y Aye, Uy 0; 


Heads ‘News’ Advertising 
Starr A. Galloway, formerly 
local advertising manager of | 


1€ distri 
Cleveland News, has been ap- tions 
pointed advertising director, s\ic- in PI 
ceeding Gerald F. Disney, who pointe 
has resigned. relatic 
Pa az” Ave., 

To ‘Washington Post 
William Steiner, formerly cir: u- Forn 


lation promotion manager 
Scholastic Magazines, New York, 


; ; Veisk 
has been appointed advertising a 
promotion manager of the Wash- a 


| ington Post. 


etaronceer? ee eee ae saneceeo0 soertoenponaeyss 


_Educotors were introduced to the faculty on the opening day 
of the Institute with Dr. Charles F. Church, KMBC director of 


education, presiding. 


‘ 


Classroom instruction was given each 
noon under the tutorage of such well known. 
radio experts as Mortimer Frankel, CBS Asso- 
ciate Script Editor. Two graduate credits 
were granted by the University of Kansas. 


° 


e 


alter ; ad 


Among several 
cators was the international origination of 
“Transatlantic: Call” — telling the life 
story of President Harry S. Truman by in- 
terviews with 


Gidedenati cowed by ode- 


Independence associates. 


- Among the many national per- 
sonages brought to Kansas City 
for lectures was Lyman Bryson, 
director of education for the 
Columbia Broadcasting System. 
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Martin Promoted 


William W. Martin, formerly 
district manager of public rela- 
tions for Railway Express Agency 
in Philadelphia, has been ap- 
pointed superintendent of public 
relations with offices at 230 Park 
Ave., New York. 


Form Buffalo Agency 


, new Buffalo agency, Backes, 
Weisbeck & Besig, Inc., has been 
formed with offices at 361 Dela- 
ware Ave. Gordon J. Weisbeck, 
president, was formerly advertis- | 


;}ing manager of the Sample Shop 


and of William Hengerer Com- | 
pany. Victor K. Besig, president 
of Besig & Co., advertising print- | 
ing and sales promotion firm, is 
secretary, and Alvin E. Backes, 
vice-president of Besig & Co., is 
treasurer. 


Joins Western Electric 


William E. Snodgrass, formerly | 
executive vice-president of Dicto- 
graph Products Company, has 
joined Western Electric Company, 
New York, as general manager of | 
the hearing aid division. 


Robischon Appointed 


Robert E. Robischon, director of 
public relations of Graflex, Inc., 


| Rochester, N. Y., has resigned to 


become advertising manager of 
International Aviation Associates, 
New York, marketer of aviation 
lubricants. 


Names Cosby & Cooper 


Liqua-Zone Company, San Jose, 
Cal., manufacturer of all-purpose 
soap, has appointed Cosby & 
Cooper, San Francisco, to handle 
its advertising. 


Crosley Names Hubbard 


R. W. Hubbard, with the service | 


department of Crosley Corpora- 
tion, Cincinnati, for 16 years, has 
been appointed export product 
manager of the export division. 


Lenel Perfumes to Peck 


Lional Gordon Company, Dal- 
las, manufacturer of Lenel per- 
fumes and cosmetics, has appoint- 
ed Peck Advertising Agency, New 


York. National magazines and 
newspaper supplements will be 
used 


and were they conquered ? 


The firsts KMBC “Radio Institute for Teachers” is now a thing of 
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becomes a reality. 


The Schaul District | 


man, 


July 5, 
Dear Mr. Obureh: 


With 
write in evaluation and appreciation. From 
Missouri, public school teachers privileged 
i have received letters expres 


evident that the experience afforded members 
other participants bas been most worth shile 


ago 

outetending success. 
planning over « period of many mon 
sentative advisory Council; the selection of 


of the rsonnel. 
factors assured the success of the underteki 


progressive vision of the management of KMBC in initi- 
to such successful conclusion thie 


The 
eating and carrying through 
te 
fully acknowledged 


fying one for ait of ue and its benefite will be found, I am 
oe nm, in en @ ined consciousness and realisation of radio 
and its contribution to education and our American way of life. 


Sincerely yours 
Vanna eae \a ee. 
Superintendent of 
Sehools 


mr. arthur B. Church, President 
Radio Station 
Kanses City 6, Missourl. 


an extra service at 
no extra cost. 


SINCE 
FOR 


of Ransas City. Nu 
Sy 


the completion of KMBC's Summer Radio Institute | 
many Kanses City, 


the high regard in shich the Institute has been held ami supple- 
ment even more numerous oral expressions of appreciation. 


The fulfilment of « project contemplated more than « year 
» KMBC's Summer Radio Institute, has in my opinion been an 
Thie is due to many factors - care 

the; the setti 


and capable faculty; provision during the Institute for veried 
and interesting presentations including addresses by eminent 
and 


medium. As 6 major ites 
ng to the success of the Institute, however, I would 
list the splendid cooperative spirit that was engendered from 
ite very inception by the interest, enthusiasm and participation 
KMBC start The combination of all of these 


Of course—KMBC-FM, 


1045 
Bill Downs 


to participate 
eing gratitude for 


itis 
of our staff and 


Ola B. Hiller 
C. E. Hooper 


up of & repre- 
@ well-qualified 


the past, but words of appreciation linger on. Three hundred 
educators from throughout the Heart of America met in Kansas 
City for three weeks study of all phases of American broadcasting. 
With their great influence upon future generations they return to 
their students in the Fall better qualified to utilize the limitless 
possibilities of radio in the classroom. Thus, the long cherished 
dream of Arthur B. Church as president and founder of KMBC 


NATIONALLY KNOWN 
PARTICIPANTS! 


Kenneth G. Barttett 
Lyman Bryson 
Dean Douglass 


Capt. W. C. (Bill) Eddy 
Maud Ellsworth 
Marguerite Fleming 
Mortimer Frankel 
Edgar B. Gordon 


George Jennings 

John J. Karol 

Sherman Lawton 
Elizabeth Goudy Noel 
Dr. F. P. OBrien 
Margaret Snyder Perko 
Gerald Leslie Taylor 


Dr. Charles FP. Church 
KMBC 


Rotel Pickwick 
Kansas City, Missour! 


Dear Dr. Church: 


just been completed. 


this excellent course available. 


mentel aid for classroom teaching. 


radio in the classroom, and 


I remain 


siW 


Pus vr arcmoous 


RANBAS CITY, KANSAS 


I want to commend you and your eteff for the 
splendid KMBC Radio Institute for Teachers which has 
Those who attended the meetings 
were enthusiastic in their praise and we wish to 
express our appreciation for your efforts in making 


Through the well organized plans, outstanding 
instructional staff and the actual demonstrations 
given et the institute, the teachers have obteined a 
broader understanding of the use of radio as a supple- 
They have iJearned 
fundamental techniques of program planning, the use of 

have «a greater appreciation 
of the role of radio in our democratic way of life. 

The management of KMBC is to be complimented 
for ite forwerd looking policy in bringing this 
instruction to the teachers in this erea, and for its 
cooperation with our Board of Education. 


With best wishes for your continued success, 


Yours very truly, 


Kon offschoois 


July 13, 1945 


MBC 


Free & Peters, Inc. 


1928 — 
MISSOURI 


OF KANSAS CITY 


BASIC CBS STATION 
AND KANSAS 


ANNOUNCING THE CREAT NE® 


MOTORS TECHNICAL CENTER 


Dedicated to the Achievement of 


GENERAL 


“MORE AND BETTER THINGS FOR MORE PEOPLE” 


“Vietery is Our Business” 


GM CENTER—To announce plans for 
its new Technical Center, General Mo- 
tors Corp., Detroit, used this full page 
in newspapers throughout the country 
through Campbell-Ewald Co. Maga- 
zines will also be used, with Arthur 
Kudner, Inc., in charge. 


Esso Signs Football 


The Standard Oil Company of 
Indiana will sponsor all 1945 Uni- 
versity of Nebraska football] 
games on Station WOW, Omaha, 
and KODY, North Platte. The 
contract also calls for the “Stand- 


ard Football Scoreboard,” 14 
quarter-hours, 5:15 p.m., CWT, 
Saturdays, starting Sept. 8 on 
both stations. McCann-Erickson, 


Chicago, is the agency. 


Red Star Sales Changes 


Red Star Yeast & Products 
Company, Milwaukee, has _ pro- 
moted the following sales organ- 
ization members: Cecil Bergen- 
thal, formerly northwest division 
manager, to grocery products sales 
manager; Leonard P. Kenney, for- 
merly Milwaukee manager, to 
northwest division manager; J. 
Chester Howe, formerly in Oma- 
ha, now Milwaukee manager, and 
Chester J. Zareck, new Omaha 
manager. 


BMB Adds Seven Stations 


Broadcast Measurement Bureau 
has added seven new stations, 
bringing the total membership to 
524 and annual subscriptions to 
$393,000. New members are: 
WEAF, New York; WENT, Glov- 
ersville, N. Y.; WNLC, New Lon- 
don, Conn.; WMFF, Plattsburg, 
N. Y.; WTRC, Elkhart, Ind.; 
WAIR, Winston Salem, N. C., and 
WHDL, Olean, N. Y. 
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| either fixed price or cost plus war 


Auditors Revise contracts, the termination formula 


,allows “a nominal amount of ad- 
| vertising’” expense as a charge 


Formula for War | 2es.tsccontscy ees revises 


|a contractor for advertising com- 


Once Maine’s Leader 


NOW Contract Ad Claims 2.72 'sitoc%ee°"""" 


NEW ENGLAND'S LARGEST || ‘Nominal Amount! | Cur Aiverisine Barres 


Previously, and 
Gets Okay; Ad Dep't Navy had held to an interpreta- 


tion barring general advertising 
MORNING NEWSPAPER | =r Wrided "So Sastre 
contracts, or as a cost item in 


| Washington, Aug. 3.—An_ offi-| cost plus fixed fee contracts. 
cial auditing interpretation, pro- Certain types of advertising, in- 
Published Outside of Boston viding for more flexible handling | cluding newspaper and radio con- 
of advertising claims in settlement | tracts for employe morale copy 
of canceled fixed price war con-|and help wanted ads, and adver- 
4 | tracts, emerged from the Office of | tising in trade and technical jour- 
Che Bangor Daily ews Contract Settlements this week-|nals have been accepted as “ad- 
end, after several months of dis-| ministrative expense” necessary in 
BANGOR, MAINE cussions with key military fiscal | fulfilling either type of contract. 
officers. But in these cases of completed 
SMALL, BREWER & KENT, REPS. Extending beyond the cost|contracts general advertising was 
| principles previously applied to| ‘out,’ and the total represented 


> DISPLAYS Create 


—_ 


“< hse buying 


IMPULSE BUYING: additional purchases not originally 
| intended, but made because customer was reminded 
Pan) oo by point of purchase display or other suggestion 


aa ig 
TT se IN THE STORE. 
SSusususa 


OF ALL SALES IN 
DEPARTMENT STORES 


OF ALL SALES IN 
CHAIN DRUG STORES 


ed by 
nstitute, Inc.) 


IMPULSE BUYING IS THE MANUFACTURER'S 
GREATEST SOURCE OF PROFITABLE PLUS BUSINESS 


Proper “P.O.P.” Display influences Impulse Buying far more than any other 
single force. Even when “P.O.P.” is the only medium used, it pulls plenty 
of buyers “out of line.” When it is used as the focal point of a coordinated 
campaign of various other media, its pulling power is even greater. 


r~Y ARVEY CORPORATION 


\ pLasic Jae CHICAGO. DETROIT. JERSEY city 1G. 
Nery INSIST ON ARVEY QUALITY Y 


Is Your Name on Our Mailing List? Write Today for New Booklet on Point-of-Purchase Advertising. 


only a relatively minor exper 
item. 


Wholesale Claims ‘Out’ 


While the way still remains 
barred against wholesale clair: 
for advertising in contract sett!o- 
ments, officials explain that the 
settlement formula for terminatod 
contracts had been adjusted ity 
|protect firms embarking on g¢n- 
|eral advertising programs wh ch 
were to be financed out of anti: j 
pated profits from fixed price ec n- 
tracts. 

With the termination of the con- 
tracts, and the evaporation of the 
profits, it is explained, the aurj- 
tors have been authorized to .|- 
low claims against the contract 
sufficient so that, with all his 
other business, the contractor wl] 
receive compensation to cover pre- 
war advertising programs at his 
prewar rate or an advertising 
|program “reasonable in the light 
|of the circumstances of each case.” 


| 


General Provision Made 


For many small firms which 
will engage in termination pro- 
cedure, the entire matter will be 
dismissed by a provision in the 
interpretation which states that 
“where advertising expense rep- 
resents a nominal amount in rela- 
tion to the operations and other 
expenses of the contractor, the 
entire amount may be classified 
with general, administrative and 
distribution expenses” and _ allo- 
cated to the terminated contract 
in accordance with an earlier ter- 
mination auditing interpretation. 

This broadening of government 
accounting procedure, admitting 
|“a nominal amount” of advertis- 
ing to the necessary administra- 
tive expense category, is expected 
to cover the bulk of the settle- 
'ments, it is explained, and to 
speed payments and reconversion, 
| with a minimum of litigation and 
disagreement. 


‘Consistency’ Explained 


For cases where advertising is 
more than “a nominal amount,” 
the interpretation provides a five- 
/point elaboration of the old 
'Baruch-Hancock expression “con- 
|sistent with a prewar program,” 
but fails to shed light on treat- 
|ment that may be expected from 
war babies which have embarked 
|on vastly expanded advertising 
programs on the basis of wartime 
activity and postwar ambitions. 

Established firms with large ad- 
vertising programs may make 
special claims under the ‘“com- 
parable with prewar” clause, but 
'in no case does the government 
| liability exceed the average 
amount spent for advertising by) 
the firm during 1936-39 or fou 
comparable years. 


Assumes No Liability 


Under the standards for “al- 
locating” advertising between war 
and non-war business, the gov- 
ernment assumes no liability if 
non-government business during 
the contract period equals total 
business during the base period 
Where some non-government busi- 
ness has continued, an advertising 
bill limited to prewar average is 
divided, with non-government 
business accepting its full sha! 

Where no prewar base ex:5ts, 
as in the case of newly-organized 
companies, the reasonableness 0! 
the amount of advertising in ‘he 
settlement will be determined ‘12 
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the light of circumstances of each 
case, the formula said. It omitted 
she cuides to “reasonable” which 
' een outlined in earlier drafts 


la 
le 


f memorandum circulated in 

nment and industry (AA, 
March 26). Among the guides 
sugeested at that time were 
amount allowed companies of 


arable size in the same in- 
dustry,” “the minimum amount 
required to promote the con- 

’s product in a normal com- 
mercial market during the post- 
war period” and “the nature of 

advertising.” 

Further Delay Avoided 


Officials explained that the ef- 
fort to define ‘reasonable under 
the circumstances” had _ been 
abandoned on the grounds that 
the number of cases involved did 
not justify delay of the memo- 
randum pending further study of 
the problem. 

According to the memorandum, 
advertising expense includes ex- 
yenses of operating an advertis- 
ing department within the con- 
tractor’s organization as well as 
expense incurred in the use of 
advertising media. 

Text of the memorandum fol- 
HOWS: 


Advertising Expense 

1. Reference to Statement of Cost 
Principles. a. The statement provides 
vor the inclusion of advertising ex- 
mense as follows (subpar. 1(h)): 
“Advertising. Advertising expense 
, the extent consistent with a pre- 
war program or to the extent reason- 
ble under the circumstances.” 

b. Advertising expense is included 
mong the costs subject to limitation 
inder subparagraph 1(i) of the State- 
ent of Cost Principles (see T.C.M. 
o. 5). 

9 Definition. The term “advertising 
as used herein, includes the 
xspense of operating an advertising 

partment within the contractor's or- 
inization as well as expense incurred 
in the use of advertising media. 

Interpretations. a. Where adver- 
ising expense represents a nominal 
mount in relation to the operations 
nd other expenses of the contractor, 

entire amount may be classified 
vith general, administrative and dis- 
ribution expenses and allocated to the 
erminated contract in accordance 
th Termination Cost Memorandum 

2, Otherwise, it should be treated 

accordance with the principles set 
rth below. 

b. The amount of advertising 
ense properly applicable to 

nt sales should be measured by its 
nsisteney with the contractor's pre- 
var program unless such program does 

t provide an adequate basis for com- 
arison, as in the case of newly or- 
inized companies. Where the consis- 
ency basis is not applicable, the rea- 
nableness of the amount of advertis- 
ng expense to be included in the 
ettlement proposal will be determined 


the light of the circumstances of 
ch 


xpense,”’ 


ex- 


case, 

c, In making a determination as to 
nsistency of advertising expense 

prewar program, consideration 

J given to the following factors: 

(1) The period used to measure the 


vith a 
may be 


prewar program may represent the 
ir calendar years 1936 to 1939, in- 
usive, or the most nearly equivalent 
lscal years. If the contractor was not 
business during this entire period 


ly representative period during which 
‘ Was in business during such years 
may be used, 

(2 Advertising 
period 


chargeable to the 
of operation under the contract 
excess of the average dollar amount 
prewar period should not be 

ed in the amount to be allocated 


for 


luxury . 


| 
Sparkling smartness, spacious | 
1000 individually- 


designed rooms, appointed in 
new, ultra elegance 
CONGRESS HOTEL | 


of congress str * chicago § linois 


\MES LOUIS SMITH 
| 
= -- 


govern- | 


between government and 
other business. 

(3) The contractor’s non-war busi- 
ness for the period of the contract 
should first be charged with advertis- 
ing up to the prewar percentage of 
sales. In other words, to the extent 
that the contractor’s prewar business 
has been maintained, no advertising 
should be charged to government con- 
tracts. 

(4) Advertising should not be 
charged to government contracts at a 
rate higher than the prewar percent- 
age of sales. 

(5) The amount of advertising ex- 
pense allocated to government sales in 
accordance with the _ principles’ set 
forth herein may be allocated to the 


contracts 


terminated contract on the basis of 
sales (treating termination settlements 
as sales), cost of sales, or on any 
other reasonable basis. 


McCollister to Simmons 


Organization, Chicago, 
directed a campaign for the Na- 
tional Association of Bedding 
Manufacturers, has been appointed 
merchandising manager of Sim- 
mons Company, New York, maker 
of Beautyrest mattresses. He will 
be located in Chicago. 


Heads Byers Sales 


| Byers 
| been appointed general manager | 
| of sales, succeeding the late My-| 
Frier McCollister, formerly gen-| ron J. Czarniecki. 

eral manager of Lawrence H. Selz| land, Manager of hot 
where he | 


organize a department of retail- 


é | ing at Washington University, St. 
he Waka ea oe a 4 Louis, in the fall. The department 

c } Pitted “er ‘| will be supported by an annual 
ompany, Fittsburgh, has) grant of $15,000 by the Associated 
Retailers of St. Louis. 


H. R. Row- 
rolled stee] CORN — HOGS — OATS — CHICKENS 
sales, has been appointed assist- | 
ant general sales manager. 
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To Form Retail School | 
John William Wingate, profes- | 
sor of merchandising at New York 
University, has been selected to| CATTLE — SHEEP—HAY — WHEAT 


SHIFTING WINDS AND STEADY HANDS 


“Rough weather” has been the lot of everyone 


connected with the paper industry —mills, dis- 


tributors, users. Wartime upheavals have 


changed many a course, trimmed many a sail. 


But out of the emergency has been born a 


new spirit of cooperation; yes, and a keener 


appreciation . . . a fuller realization of paper's 


part in the scheme of things. 


We at International welcome this sharper 


evaluation of paper's qualities, this more care- 


Etching by James E. Allen 


ful weighing of paper's abilities to do specific 
jobs. We can see it producing superior results 
for all concerned as we plan with our distribu- 
tors for the activities and opportunities in the 
days ahead. International Paper Company, 


220 East 42nd St., New York 17, N. Y. 
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Exhibitors Study 
Postwar Trends 


in Trade Shows 


New York, July 31.—Members 
of the Exhibitors Advisory Coun- 
cil split almost equally among 
those who expect to participate 
in more shows postwar than they 
did prewar, and those who ex- 
pect to participate in fewer shows. 

In a questionnaire answered by 
140 members of the organization, 
composed of companies facing 
common problems in the trade 
show and exhibit fields, 50.7% 
said they expected postwar show 
participation to exceed prewar, 
while 49.3% indicated that they 
would participate in fewer shows. 

Members who answered the 
questionnaire ranged from some 
participating in only one biennial 
show, to one company which con- 
fessed to participating in 230 
shows in a single year. While 
most cut show participation down 
drastically or eliminated it en- 


tirely during the war, 5.7% con- 
tinued on the prewar basis, and 
6.4% reported their show activi- 
ties higher during the war than 
before. 

Faced with the likelihood of a 
plethora of trade shows and ex- 
hipits after the war, most ex- 
hibitors queried indicated that 
there always were too many 
shows, and that fewer and better 
exhibits would be welcome. 


Miss Silver Appointed 

Jacqueline Silver, formerly 
managing editor of the various 
periodicals of Canterbury Press, 
Chicago, has been appointed vice- 
president of Magazines, Inc., Chi- 
cago. The publicity, ghost writ- 
ing and catalog production firm 
has moved to new offices, at 188 
W. Randolph St. ’ 


Becomes Gravenson 


The Frederic Gravenson Com- 
any, has changed its firm name to 
the Gravenson Company, and has 
moved to new offices at 300 W. 
45th St., New York. Partners will 
be Frederic and Ted Gravenson. 
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YOU MAY BE ABLE 10 WING 
AN ARROW 614 YARDS — 


BUT_you can’t Lort 
AN “QUTSIDE” BROADCAST 


INTO WESTERN MICHIGAN! 


Power counts in archery, but sometimes it fails in 


radio! 


For instance, you'd think those mighty stations in 
Chicago and Detroit could reach Western Michigan 


rather easily. 


But there’s an unseen barrier that 


blocks them out—a barrier of fading. Result is that 
listeners here rely almost exclusively on local broad- 


casts. 


A real combination: 


WKZO in Kalamazoo plus 


WJEF in Grand Rapids—now offers complete cov- 
erage of all Western Michigan, with bell-clear sig- 
nals, with CBS audience-appeal, with skilled local 
programming for the separate markets involved, 
and with one low combination rate to pay. To- 
gether, they do the job these two big markets 


deserve. 


We would be happy to send you all the facts—or 


just ask Free & Peters! 


*Free-flight” 
Dayton, O 


record 


made 


in 1941 by Curtis L. Hill of 


BS-FOR GRAND RAPIDS 
’ AMD KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 
Free & Peters, Inc., Exclusive National Representatives. 


URE’S POSTWAR 108 


ERGERT M LEMMAN 


te Country Gostiowomer: MRS, APPLETARD'S CHRISTMAS DINNER 
a. 


reading. 


you do better? 
ratings. 


Can You Guess the Relative Appeal 
of These ‘Country Gentleman’ Covers? 


e t ee 


a Vere 
we ae ae ° 


POSTWAR THINKING ws. POSTWAR DREAMING ~ By Charles F. _—— 


4 ig BETS Ags 1 


Above are photos of nine covers which adult farmers and their wives were asked to rate as pat! 
of a reader traffic survey made to show Country Gentleman editors which features get highest 


Gorman Loss, Country Gentleman promotion manager, says that when advertisers and agenc) 
executives are asked to guess the ratings assigned by readers, they fall down on the job. 
Pick your first, second, etc., choices and then turn to Page 58 for the correct 
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WE'RE TAKING THE HOME FOLKS INTO PARTNERSHIP *<t#"* 
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Schobel to Durstine 


Advertising of Schobel Hats, | 
Philadelphia, has been placed with | 
Roy S. Durstine, Inc., New York, | 


The 
City 


Herald 
Circula- 

tion ABC is greater 
than ALL THREE 
Philadelphia newspa- 
pers. 


Times 
Zone 


“Selling Norristown is an IN- 
SIDE JOB” and The Times 
inside on the 
$15,000,000 


Herald has an 


great 
market. 


post-war 


53,429 ABC City Zone 


15,253 ABC Circ. 


NORRISTOWN 2 
Gimes Herald 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 


| Thornton Joins NPA 


Iona J. Thornton, formerly chief 
secretary to Donald M. Nelson 
when he was War Production 
Board chief, has been appointed 
administrative assistant to the ex- 
ecutive vice-president of the Na- 
tional Publishers Association. 


Nash Promotes Young 

John J. Young, formerly St. 
Louis zone manager of Nash Mo- 
tors Company, Detroit, has been 
appointed Canadian representa- 
tive in charge of sales. 


AUTHORITY 


Staff writers for American Restaurant Maga- 
zine are the industry's outstandi iuthorities 

Leonore D. Freeman, quantity food stylist; 
» Alice Cline practical menu planner; 
s Wagner, kitehen engineer, and many 
advertising surrounded by 
their prestige auins j 
Write for details of merchandising 


others 


authority shares 
faster 
service. 


Alexis ] 
Ky, Mé 
Lamarc] 
hn B. 


Joins Eterna Watch 


Marcel H. Ketterer, manager © 
Patek Phillippe & Co., New York 
watch manufacturer, has joint 
Eterna Watch Company of Amel 
ica, New York, as director of salés 
in the Midwest. He will establist 
headquarters in Chicago. 


Barrons Agency Moves 


Barrons Advertising Com at) 
Kansas City, Mo., has mov d % 
new offices in the Pickwick \uilé 
ing, 908 McGee St. 
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Advertising Age, August 6, 1945 


Negro Publishers 
Plan “NPA News,’ 
Elect New Head 


w York, July 31.—A national 
non-profit news service modeled 


other such services will be formed 
by the Negro Newspaper Publish- 
ers Association, it was announced 
following the group’s sixth annual 
three-day conference here. 

Owned and operated by the 55 
member papers of the association, 
the agency, known as NPA News 
Service, is the first to be estab- 
lished in the history of Negro jour- 
nalism. The association’s Wash- 
fington news bureau will be ex- 
panded and others will be opened 
in New York, Chicago and At- 
lanta. 


Stanley Elected 


Frank L. Stanley, publisher of 
the Louisville Defender, was 
elected president of NPA, succeed- 
ing John H. Sengstacke, publisher 
of the Chicago Defender. Mr. 
Sengstacke told the delegates that 
the majority of Negro publications 
have doubled circulation since the 


advertising volume of 50 to 75%. 
He warned that maintenance of 
this increased linage would be one 
of the largest problems facing the 


The conference adopted resolu- 
tions in favor of the United Na- 
tions Charter, of abolishing the 
poll tax and of creating a per- 
manent Fair Employment Prac- 
tices Commission. 

In addition to Mr. Stanley, offi- 
cers for 1945-46 include H. H. 
Murphy, The Afro-American, sec- 
retary-treasurer; and Ludlow W. 
Werner, New York Age; C. A. 
Scott, Atlanta Daily World; Dow- 
dal Davis, Kansas City Call; A. G. 
shields, Arkansas World, and Leon 
Vashington, Los Angeles Sentinel, 
‘ice-presidents. 


alker & Minton Expands 


publishers’ representative, 
pened San Francisco offices at 68 
Post St., under the direction of 
Eli C. Minton. Robert W. Walker, 


geles office. V. E. Atkinson Jr., 
who has been handling the com- 
pany’s interests in northern Cali- 
fornia and the Pacific Northwest 
in Mr. Walker’s absence, expects 


outhern California shortly. 


after the Associated Press and | 


war began, with an increase in) 


Hansen Joins Putman > 


as Business Manager 


Daniel J. Hansen, since 1939 
with Traffic Service Publishing 
Company, publisher of Traffic 
| World, Chicago, has joined Put- 
|man Publishing Company, Chi- 
cago, publisher of Food Preview 
j}and Chemical Preview, as _ busi- 
|ness manager. 

Mr. Hansen was at one time 
with Engineering Publications, 
Inc., publisher of Domestic Engi- 
/neering, as general manager, sec- 
| retary and director. Active in as- 


sociation work, he is a past presi- | 


dent of the Chicago Business 
Papers Association and of Associ- 
ated Business Papers. 


Carlin Appoints Waters 


Carlin Comforts, Inc., New 
York, through Norman D. Waters 
& Associates, New York, will use 
large-space magazine advertise- 
ments beginning in October to 
promote Carlin comforters. Copy 
will appear in Brides’ Magazine, 
Harper’s Bazaar, House Beautiful, 
House & Garden, Town & Coun- 
try and Vogue. 


Galvin Promotes Goebel 


E. S. Goebel has been appointed 
acting director of field sales in the 
communications and_ electronics 
division of Galvin Mfg. Company, 
Chicago. 


Ford Promotes Mack 


Harry A. Mack, since 1931 man- 
ager of the Dearborn branch of 
Ford Motor Company, has been 


appointed regional manager in 
Dallas, including the Houston, 


Kansas City, Memphis, New Or- 
leans and Oklahoma City 
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branches. He succeeds C, B. Os- 


.trander, who has resigned to enter 


private business, and his successor 
at Dearborn has not yet been 
named. 


. 


THE LETTER 


431 S. Dearborn St., 


Chicago 5. Illinois 


News, Advertising. Readership Devoted 


to Building a Better Civilization 


Negro press during reconversion. | 


Walker & Minton, Pacific Coast | 
has) 


recently returned from overseas, | 
will manage the firm’s Los An- | 


} announce a new association in| 


An advertiser selects a certain medium as primary 


because he believes it can bring him valuable returns 


in goods and services sold — or good-will gained. 


is part 

righest HR, . ‘ 

e ir Magazine to Appear 

agenc} _American Helicopter, 32 E. 57th 

© Can St. New York, a publication de- 

ks voted to rotary wing aviation and | 

correc! MMllied aircraft, is scheduled to. 
make its appearance this fall. It 
will be a monthly, headed by 
Alexis Droutskoy, Sandre Shirin- 
ky, Maj. Palon Banks, Paul E. | 

—T Kamarche, George de Mare and 

Ie ke Moon B. Buckley. 

w York 

re ined 


f Amer- F 
of sales cs * 


astablish = . 
fee ='LORIDA’S MOST POWERFUL 
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San Francisco, Los Angeles, Seattle, 


Branch Offices: New York, Chicago, 


Detroit, Miami, Kansas City, 


When such a return is tangible, he cheers. As a 
newspaper that pulls such returns, THE CHRISTIAN 
SCIENCE MONITOR has repeatedly proved its power. 

The MONITOR early established its reputation as a 
producer. Today, the names of national and retail 


advertisers in the MONITOR read like a choice roster 


London, Geneva, Sydney 


of American business. 


Waar Primes A Primany Meni? 


Your advertising in the MONITOR will be acted 


upon, not only because the MONITOR readers are of 


better than average income but because they have 


proved the complete reliability of MONITOR advertis- 


ers. Ask our nearest office for full information about 


the MONITOR MARKET. 


THE CHRISTIAN SCIENCE 


PUBLISHING SOCIETY, One, Norway Street, Boston 15, 


Massachusetts. 
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Mai’ FTC “Yardstick’ for 


Unfair Business Practices 


[The Federal Trade Commission is becoming more and more 
active in enforcing the laws against false and misleading adver- 
tising and practices which may operate to stifle free competition. 
In this definitive article, ADVERTISING AGE’s Washington editor 
reviews the “yardsticks” which the FTC staff uses in its policing 


activities. ] 


By STANLEY E. COHEN 


Washington, Aug. 1.—While 
the Federal Trade Commission will 
not give an advanced ruling on a 
proposed marketing plan, as FTC’s 
busy staff sees it, there are nearly 
50 different ways in which a busi- 
ness organization can violate un- 
fair trade practice regulations. 

High on the list, of course, is 
a multitude of forms of misleading 
advertising, but of at least equal 
importance is a wide variety of 
business practices, which the com- 
mission considers inimical to free 
competition. 

The FTC “glossary” of unfair 
trade practices is a working list 
compiled by staff members for 


use in the commission’s annual 
report to Congress, to illustrate the 
“unfair methods of competition” 
and “unfair and deceptive acts of 
trade” which the commission 
watches. 


Attacks Many Practices 


By conscious or unconscious use 
of this “checklist” in reading news- 
paper and magazine ads and radio 
scripts, staff members have insti- 
tuted actions that have involved 
some of the nation’s most active 
merchandising organizations. 

The advertising complaints 
range from those involving al- 
legedly exaggerated claims to 
others where the commission be- 


lieves that ingredients, properties 
or origin of the product or the 
character of the seller, have been 
misrepresented. Business prac- 
tices which the commission regu- 
lates cover “pirating” of employes, 
dealer outlets and trade secrets, 
as well as collective action by deal- 
ers and manufacturers to sup- 
press competition. 

Often FTC advertising “cru- 
sades” run in streaks. Late in 
1942, for instance, nearly the en- 
tire tobacco industry was served 
with complaints alleging that ad- 
vantages claimed for various 
brands of cigarets grossly over- 
stated the case. At that same time, 
a rash of actions against patent 
medicines and nationally adver- 
tised remedies was begun, FTC ar- 
guing that the products are poten- 
tially dangerous when taken in 
excess. 


In Labeling Squabble 


Probably the best known of the 
current FTC actions involving a 
remedy is the Miles Laboratories 
case, where FTC is asking that 
special warnings be printed on the 
labels of certain Miles products, 
or in their advertising. On its 
part, Miles has argued that this 


constitutes control of labels, a re- 
sponsibility lodged with the Food 
and Drug Administration. 

In addition to tobacco and reme- 
dies, FTC “crusades” have dealt 
with dentifrices, toilet soaps, an- 
tiseptics and vitamins, to name 
but a few. Colgate-Palmolive- 
Peet recently compromised an ac- 
tion which found FTC taking the 
position that the chief merit of 
dental creams lay in the brushing 
action, rather than the products, 
and that toilet soaps will not im- 
part more radiance to the skin 
than are inherent in physiological 
processes of the body. 


Keeps Eye on Slogans 


The commission has expressed 
its skepticism about “anti-gray 
hair” vitamins, and it has insisted 
that Standard Brands and Sterling 
Products prove the value of the 
vitamin properties of Fleisch- 
mann’s yeast and Ironized yeast. 
It has its doubts about enriched 
bread, too, contending that the 
ordinary diet is adequate, without 
assistance from the baker. FTC 
was unable to decide whether Lis- 
terine antiseptic retards mouth de- 
cay and protects against colds. 

FTC watches the use of a large 


Modern Plastics 


Begins its Third 


Decade of 


to the Plastics 


Industry 


As time goes, Modern Plastics began publication when the industry 


was young . . . when the field of its choice was only sowed with a 


scattering of independent plastics pioneers. 


These early settlers needed guidance, inspiration, an outlet for expres- 


sion, a monthly meeting place, a voice among industries . . . Modern 


Plastics gave generously of these first years to the exchange of initial 


encouragement and inspiration . . . to the building of a firm plastics- 


industry foundation . . . and to publicizing the new industry's accom- 


plishments! 


Modern Plastics’ editorial policy has always been keyed to enlighten- 


ment—to the dissemination of plastics facts—and to plastics progress. 
Its annual competitions, periodic motion pictures and traveling exhibi- 


tions have been major activities of the publication’s double decade of 


Service 


service. These have rewarded achievement, stimulated new thought, 


brought companies within the industry together, have advised and 


posted the general public, helped measurably in winning for the 
plastics industry the respect and attention of all American enterprise. 


The hopes and aims of the publication's third decade of service seethe 
with excitement and greater promise. Held, temporarily, by paper 


restrictions, Modern Plastics needs only the snip of the tape to imme- 


diately advance its presently impressive A.B.C. circulation by 50% 


. . . to increase the availability of its advertising space . . . to carry 


still higher its unquestioned position of leadership in the plastics 


industry —and among plastics publications. 


As the meeting place of plastics minds — and as their market place, 


Modern Plastics is alive with opportunity . . . for the reader . . . the 


technician . . . the engineer . . . the manufacturer . . . the advertiser! 


WVlovens 


... the only ABC plastics paper . . . the 
field's established institution . . . one 
of America’s great industrial publications 


LASTICS MAGAZIN 


rm‘ 


122 


PUBLISHED BY MODERN PLASTICS, 


EAST 42nd STREET, 


NEW YORK 17, N. Y. 
Chicago + Washington + Cleveland + Los Angeles 


MEMBER AUDIT BUREAU 


OF CIRCULATIONS 


INC. 
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SPOT SALE— Government surplus 
stocks of automotive truck parts are 
offered in this newspaper ad run by 
the Office of Surplus Property, Depart. 


ment of Commerce. 
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number of slogans in advertising, 
At present it is touchy over “sur- 
plus war property” or “Army or 
Navy,” and will insist that goods 


using that description be just whatfMping | 
they are described as being. Its Mmplyi 
position that “free” must mean No s 
“no strings attached” has _ been {devote 
well publicized. Only recently it #iehaller 
warned a brace of fountain pen fMiscrin 
manufacturers that when theyfihe lis 
said “guarantee” that had to mean fpf unf: 
no charge for maintenance sery- An i 
ice. ults f 

The principles behind offensive; Mson-Pa 
against “misleading” advertising Ming th: 
have been summarized in Point | Mpllowa! 
of the commission list: ‘False Mpll cu: 
and misleading advertising con- Mequal t 
cerning, and the misbranding of §FTC or 
commodities, respecting the mate. Mpany t 
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rials or ingredients of which the 
are composed, their quality, pur- 
ity, origin, source, attributes or 
properties, or nature of manufac. 
ture, and selling them under such 
circumstances as to deceive the 
public.” 


Fight Implications 


This blanket compilation is fol 
lowed by a second offense, use¢ 
frequently in remedy cases: ‘“De- 
scribing various symptoms ani 
falsely representing that they in- 
dicate the presence of diseases ant 
abnormal conditions which _ the 
product advertised will cure or 
alleviate.” 

Many FTC cases, including : 
number of recent ones involving 
such products as Benson & Hedge: 
cigarets, come in conflict with : 
provision against implications that 
a product or its parts are of for- 
eign origin, when they are actually 
domestic products. These “origin’ 
cases may result from use of the 
name of a well known health re- 
sort, or a famous locality or prot 
ess. In a current case against B-! 
Beverage Company, FTC has at- 
gued that the product over-trades 
on B-1, considering the amount of 
the vitamin in the beverage. 


Tough on Words 


An important group of ave! 
tising cases rests on expressi0! 
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designed to make the purchase: | 
feel that he is getting an unusuilg (0 
\opportunity. Such slogans “i. * 


\“free” or “special reduced price 
are examples. A number of «ase 
mostly small ones, involve use © 
the terms “manufacturer” or ‘im 


porter,” where such is not the 
case. 

Small firms, particularly. % 
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lpwner of a laboratory, or a corre- 
spondence school might describe 
tseli as a “university,” or a firm 
might imply that it holds exclu- 
sive rights or patents. 

The commission can be tough 


rw in cofining words. It conducts a 
cont nuing investigation of the 
rious terms such as “camels 
hair’ used to describe coats, or 
e expression “trapper” used by 

~ fur dealers. It has questioned use 

ae ¢ “tonic,” “paint” and _ other 


ric names, to decide whether 
roduct actually conformed to 
ommonly accepted standards for 
‘hese products. A number of pend- 
ing cases deals with the advertis- 
ing for prewar radios, alleging 
hat many firms, including Philco, 
exaggerated the number of tubes 
in their receiving sets. 


Aims at Deception 


FTC guards against implications 
hat a product meets government 
tandards, or that it is endorsed 
yr sponsored by the medical pro- 
kession, health or welfare associa- 
ions, celebrities, hospitals and 
ducational authorities. On this 
sound, for instance, it proceeded 
ngainst Red Cross shoes and the 
4. P. W. Paper Company’s Red 
ross brand tissues. FTC is now 
ompleting its case aimed at stop- 
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st what/mping Willys from advertising or 
ng. Itsq™mplying that it invented the Jeep. 
t mean No small part of FTC’s work is 
is beenfmdevoted to tracking down and 
ently it(Mehallenging allegedly unfair and 
ain penf™eiscriminatory trade practices, and 
n they™™the list of cases and the variety 
to meanfgf unfair practices are legion. 
e Sery An important group of them re- 
ults from enforcement of Robin- 
fensive fmeon-Patman Act provisions requir- 


rertising ng that discounts and advertising 
Point | Mpllowances be made available to 

“Fale [ell customers on proportionately 
ng con-(™equal terms. During the past year, | 
ding of FTC ordered General Baking Com- | 
e mate. (pany to stop discriminating in ad-| 
ich theyfMpertising allowances for Bond 
ty, pur-Mpread. It told National Biscuit to 
utes orfaprop a discount system which en- 
ranufac-#ebled individual chain stores to 
Jer suchigget discounts based on total pur- 
sive the[mehases of the chain. 

Hits Trade Practices 

. Currently, Stetson hat people 
n is fol(™pave been told to prove that their 


hdvertising allowances are pro- 


se, usec : 
1s: “De-fportionately fair, and several 
ms ani™eayon and dress firms and Eliza- 
they in-gpeth Arden cosmetics have been 
ases andggenarged with giving out advertis- 
ich them™™™g allowances and demonstrator 
cure ormeervice on a “prestige’”’ basis. 
Other trade practices may be 
luding «even more fundamental. Several | 
nvolvingg@etailer groups, including the Na- 
~ Hedge monal Retail Furniture Association, 
t with agave been accused of uniting to 
ions thaf™amper competition, by such steps 
e of forges Obtaining special discounts from 
» actually anufacturers, or forcing manu- 
“origin g§ecturers to deal only with estab- 
se of thegm™Shed member firms. Others, like 
ealth re-(gee Hastings Mfg. Company, have 
or proc-M™peen accused of buying up com- 
ainst B-lfmpetitor’s outlets and similar prac- 
has are Ices, 
er-trades Defines Unfair Practices 
mount 0 3 
age. Here are some “unfair trade 
ractices’’: 
. Bribing buyers and employes of 
yf adver-fmeStomers without the employer’s 
pres sionsfmonse nt;. procuring trade secrets 
purchase sPionage; inducing employes 
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DIESEL PROGRESS reaches key 
men who purchase equipment 
and supplies. They can be 
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making false and disparaging 
statements about competitors; 
using threats of suits for patent 
infringement as a means of intimi- 
dation; passing off goods for prod- 
ucts of competitors by means of 
simulated labels, counter displays 
and catalogs; buying up supplies 
to hamper competitors. 

Another type includes: Falsi- 
fying shipping terms; using false 
samples; concealing unusual com- 
mitments; tie-ins; misrepresenting 
earnings of agents; advertising a 
price which does not cover all 
charges; selling below cost to sup- 


| press competition; shipping with- 


out an order; use of fictitious price 
lists falsely presenting rising mar- 
ket conditions; use of lotteries and 
other devices. 

Groups of dealers get into 
trouble for combining to use trade 
boycotts to prevent other dealers 
from obtaining goods on equal 
terms, or to coerce competitors or 
manufacturers, or for forcing a 
producer to give advertising al- 
lowances or contribute to the 
dealer organization. The manu- 
facturer, on the other hand, must 
avoid pricing policies which re- 


sult in “phantom freight” or dis- 
crimination among competitors, 
and he must not enter into a com- 
bination to divide territory, main- 
tain uniform selling prices, 
through patent licensing systems, 
or use “standard cost systems” to 
match prices of his competitors. 

The entire list of unfair trade 
practices may be found starting on 
Page 38 of the FTC’s current an- 
nual report. 


Ethyl Names Sales Heads 


Ethyl Corporation, New York, 
has appointed the following sales 
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managers for its four principal 
marketing areas: Richard C. 
Murphy, eastern; James E. Boud- 
reau, central; Harold R. Berg, 
southern, and Sanford M. Wag- 
ner, western. 


S S$ Flexible Paste Cold Padding 
Cempound for Tabbing and Boekbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicage 1! 
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TVA 


Knoxville is capital of the TVA 
empire, and its enormous new 
industries. Make your stake 
now in Knoxville and watch it 


_ turned into customers for you. 


REX W. WADMAN | 


grow. Sales Management 
Magazine and Federal Reserve 
Bank reports show Knoxville as 
First in the South in retail sales 
gains for the 6-year period 
since 1939. Latest City Direc- 
tory indicates over 200,000 
pop. In Knoxville you'll find 
tomorrow's best customers and 
big dividends today. Make no 
little plans for Knoxville. 


giant dams today feeds a 


power system in the world, 
hours of electricity. Over 


industries. 
world's largest plants are 
located at Knoxville to use 


power from TVA's 22 


network of lines spreading 
from the Great Lakes to :” 
the Gulf, from Gary to .*= 
Mobile. Largest single 


last year generated 
10 billion kilowatt- 


f this enormous output 


used by America's war 
Some of the 
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Besides power production, TVA has brought 


new prosperity, raised standards of living thru 


\ hosts of benefits: flood control, reforestration, 


ee Sait os 


Aluminum—so vital in plane construc- 
tion — requires prodigious quantities 
of electricity in reduction of its ores. 
Aluminum Co. of America plant at 
Knoxville uses 5 times as much elec- 
tricity as the city of Memphis, Tenn.., 
pop. 327,000. TVA furnishes power 
for this world's largest factory under 
one roof—as well as several smaller 
aluminum plants. 


. 


soil rebuilding, recreation developments, rural 
electrification, new industries, improved farm- 
ing methods. TVA opened the Tennessee 
River 650 miles for navigation, linking Knox- 
ville with the entire Mississippi River-Inland 


Waterway System. 
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Always Remember the FORGOTTEN 50% 


Forgotten, did we say? They won't let themselves be 
forgotten. 


They're in the van always, this “forgotten” half. They 
have youth, vigor, vision. They have an articulate curiosity. 
They are being heard from now and their voice will be 
louder in the future. 


Their minds are open, receptive to new ideas, new prod- 
ucts. They’re avid for anything that will make them better 
housewives. They haven't had time yet to get smug, ‘sot’ in 
their likes and dislikes. They’re experimenters, inventors— 


in foods, cosmetics, clothing, housefurnishings. 


2,786,936 of these forward - looking, able-to- buy young 


A DELL MAGAZINE 


DELL 


A DELL MAGAZINE 


/ 4 


@ A DELL MAGAZINE « 
© IWIZVOVW 110 ¥ © 


women buy Dell Modern Magazines every month. The 
prototype of these readers is a housewife approximately 25 
years old. She enjoys an income of $2594, well above 
average. She’s a profitable person for you to talk to. 


Reach this huge segment of the “forgotten 50%” through 
Dell Modern Magazines. Remember, if your story’s half 
told, your product's half sold. 


Dell Modern Magazines 


MODERN SCREEN « MODERN ROMANCES « SCREEN ROMANCES 
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| YOU OUGHT TO KNOW .. 


BUSINESS CHART OF THE WEEK . 


. THE PAY-OFF . 
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. OTHER FEATURES . eel 


lie Creative Wan? Corner 


\ithough, as we said last week, we 

<« the people who make advertising 

for women do a much better job for the 

most part than the people who make ad- 

yverising for men, we also think they go 
out on some pretty slender limbs. 

One of them is labeled credibility and 
those sophisticated practitioners who turn 
out the stuff for the cosmeticians and 
the perfumers sometimes bend this thin 
branch very, very low. 

Listen: 

Platine was considered so precious in 
Europe before the war that among the 
Continental set there it was said that one 
drop of it would do as much for a woman 
as the most fabulous jewels she could 
wear! 

That is from Dana. 


You Oudgtt toKknow. 


“Pinky” Hyde’s appearance is decep- 
tive. His florid complexion, red hair and 
senial smile lead one to expect a boom- 
ing voice to complete the picture. Ac- 
tually, it comes as somewhat of a 
surprise to find him extremely soft-spoken. 
He is, in fact, a rather 
mild sort of fellow 
who feels deeply the 
responsibilities of his 
profession. 

Gordon E. Hyde, 
newly elected  presi- 
ient of Federal Ad- 
vertising Agency, was 
nicknamed “Pinky” 
during World War I. 
\ pilot, Hyde landed 
after a flight one day 

hen the sun and 
wind had burned his face to a bright red. 

One of my buddies told me I looked 
just like a pink lobster,” he says, “and 
I've been ‘Pinky’ ever since.” 

That the name has become better 
known than his given name is obvious. 
Shortly after his new affiliation, Hyde 
was greeted by five acquaintances in the 
vo blocks between his office and a 
estaurant. None of them called him 
anything but “Pinky” or the shortened 
Pink.” 

In spite of the handicap of the nick- 
lame, he has carved out a solid career. 
since 1929 he has been an agency execu- 
ve and, until his recent appointment, 
ipervised 10 accounts at McCann-Erick- 
on, with billing of approximately $5,- 
0,000, 

Like so many other agency men in 
‘ew York, Hyde is a midwestern prod- 

t. Born in St. Paul, Minn., in 1896, 

‘tended the University of Minnesota 
ind enlisted in the Army air corps in 


iS 


Gordon E. Hyde 


Upon his return to this country, he was 
red by the Packard Motor Car Com- 
ny and went into their training school, 
iere he absorbed plenty of grease along 
with a sound knowledge of automotive 
inism. Shortly thereafter he was 
erred to the sales division as a 
truck salesman. 
His training territory was the Walla- 
ut Market, produce center of Brook- 
nd his hours conformed to his 
ers’. Because of the nature of the 
market, the dealers were in business 
ly during the late evening and very 
norning. Hence Pinky found him- 
a one man swingshift. His major 
point, he confides, “was an ability 
urse any produce dealer in the 


SS afterward he was given a regular 
a yn territory and in 1922 was 
salesman for the Brooklyn 

of the company. The same year, 

i wanted to transfer him to the 

er car sales division, but he says, 
f-respecting truck salesman would 
senger cars in those days.” There 
bably no connection between this 


Revlon calls its new “Sheer Dynamite” 
face powder sorcery in a single second! 

Mary Dunhill’s “Escape Perfume” un- 
locks the heart. 

Peggy Sage presents “Psyche Pink’’—a 
new unrepressed pink (nail polish) for 
irrepressible you. Come out of your shell, 
says Peggy Sage, Down from that ivory 
tower. Out of the black blues. Fly on 
the wings of Psyche Pink to the arms of 
the world waiting for you! 

“Tabu” is Dana’s forbidden perfume. 

On and on it goes. 

Even Pond’s is out on the limb with 
a new red! A true red!! Pond’s “Beau 
Bait” lipstick. 

If it wasn’t all so silly we think it 
would be a little bit sickening. 


e e Gordon E, Hyde 


decision and the demise of the Packard 
truck division, but in 1923, Packard went 
out of the truck field. 

That same year Pinky began a three- 
year stint with The Saturday Evening 
Post as a space salesman in upstate New 
York. He feels that this is the sort of 
basic advertising experience every young 
man should have before entering any 
agency. 

In 1926, he was appointed sales man- 
ager of Robeson-Rochester Corporation, 
appliance and housewares maker, but 
after serving a year and a half of his 
three-year contract, he resigned. Again 
there is probably no connection, but this 
company, too, has since gone out of 
business. 

Pinky returned to New York and 
joined Cowan, Dempsey & Dengler, now 
Cowan & Dengler, as a partner. He stayed 
until 1929, when five members of the 
agency went off on their own to form 
Anderson, Davis & Hyde (now Anderson, 
Davis & Platte). 

The depression hit the new agency as 
it did everything else and Hyde left to 
join N. W. Ayer & Son as an account 
executive in the New York office in 
charge of the French Line, Van Raalte 
and American Viscose accounts, among 
others. 

In 1933, he joined J. M. Mathes, Inc., 
as a vice-president and director. Five 
years later, he joined McCann-Erickson 
in a similar capacity. His ten accounts 
as an account executive included Con- 
goleum-Nairn, Curtiss-Wright, Daggett 
& Ramsdell, Emerson Drug, Fawcett Pub- 
lications, James F. McCutcheon & Co., 
Newsweek, Stanco, Inc., Stromberg- 
Carlson, and Tootal, Broadhurst, Lee 
Ltd. 

It was at McCann that he became con- 
vinced that the primary function of an 
agency is to act as a catalyst. In fact, 
if there is one repeated phrase in his 
vocabulary, it is “catalytic agent.” He 
feels that the agency must stimulate the 
client, rather than the other way around, 
and that there must be mutual respect 
between the agency and the client. 

A perfect example of this type of re- 
lationship, he says is the one he enjoyed 
while serving Stromberg-Carlson, whose 
advertising has done much to set the 
background for better public relations 
after the war. 

He feels, incidentally, that institutional 
advertising must be continued after the 
war, and that it cannot be discarded as 
soon as products are available. He says 
that it has proved it can do a job in 
selling the client’s business philosophy 
during the war, and that is as important 
as product advertising. 

Pinky Hyde believes implicitly that 
politics has no place in an agency. He 
wants, more than anything else, to “bring 
together a fine group of intelligent peo- 
ple, all happy in their work and all 
trying to build the agency into something 
better.” And he adds, “It is better to 


return some of the profits into the busi- 
ness than to get a huge salary.” 

He looks forward to the postwar period 
as one of great competition both for 
advertising and manufacturing. To meet 
the challenge, he has a four-point pro- 
gram: 

“First of all,’ he says, “there must be 
product development based on sound re- 
search and good engineering. Industrial 
design will play an important role in 
this phase, and the agency must stimu- 
late the client with new ideas. 

“Secondly, there must be proper ap- 
plication of advertising to a_ business, 
based on research. Thirdly, there must 


be careful attention to merchandising 
follow-through. And last, there must be 
a concrete idea of what constitutes good 
relations with the public, stockholders 
and employes.” 

He envisions the time when an agency 
will be able to render for the client all 
the services now offered by a variety of 
companies. 

The future of Federal Advertising, he 
says, “will be based on a definite set 
of policies which will be followed. Too 
few agencies follow their policies.” 

As for himself, he wants to work hard 
with a lot of bright people for about ten 
years and then sit back and take it easy, 


lhe Pay ~ Off ‘af NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


By ELON G. BORTON 
Advertising Director 
La Salle Extension University 


The Editor of The Pay-Off received 
the following recently at his own office 
as a serious self-enclosed mailing piece! 
The name and address of the mailer are 
omitted for obvious reasons. 

DON’T BE A SUCKER!!! 

If you are advertising and you are not get- 
ting profitable results—well, then there’s defi- 
nitely something wrong with the way you are 
handling your plan or idea. But—DON’T be 
a SUCKER! Don’t throw away any more of 
your hard earned money until you find out 
what’s wrong. 

Now, I don’t claim to be a genius—but, I’m 
sure I can help you. I’ve been in the business 
for many years. I'll re-write your ad and 
tell you what was wrong with it. Ill also 
write out a fast pulling circular at no extra 
cost—in other words, give me a chance to 
prove to you that I can help you succeed in 
the Mail Order Business. Send me your prob- 
lem or ad—or what have you for a complete 
diagnosis and treatment. This entire service 
will cost you only $1.00. So DON’T hesitate! 
Send dollar to: 


Be 


On a very effective mailing campaign 
for its “Good Humor Book,” Harvest 
House reports that a repeat mailing to 
its own mailing list after a lapse of two 
or three months brought two-thirds as 
good results as the original mailing. It 
found also that on outside lists, men’s 
names did better than women’s; book 
buyers’ lists were better than lists of 
purchasers of other products; mail order 
buyers responded better than compiled 
lists; mail order buyers of recent vintage 
(buyers within the previous six months) 
did well regardless of the product 
bought; and compiled business executives’ 


lists did better than professional lists. 

From its experience with millions of 
pieces of direct mail, Harvest House re- 
ports that its best months for mailing are 
in the following sequence: January, 
February, November, September, March, 
August, July, April, December, May and 
June. 


* * 2” 


Like the homes of so many other fond 
parents, the living room of The Pay-Off 
Editor has been cluttered up for months 
with college catalogs and literature. 
Where to send our daughter was a ques- 
tion not helped much by most of this 
literature, for the average university 
catalog seems created only to mix one up. 

But Syracuse University was one ex- 
ception. Its booklet, “Careers for 
Women,” is a honey—in plan and execu- 
tion. Somebody with imagination and 
an understanding of high school grads 
and their parents was responsible for 
that job. 

An 80-page and cover booklet, thor- 
oughly indexed two ways, it starts with 
supposed letters to the prospective girl 
student from the dean of women and the 
vocational counselor—raising and an- 
swering the common questions of the 
girl and her parents. Then, one by one 
with a page to each, it lists careers for 
women. For each, it covers three points 
—Nature of the Work, Preparation and 
Qualifications, and Opportunities for 
Work. Then it lists the recommended 
study subjects for this field for the 
college years. 

If you are puzzling over your daugh- 
ter’s college training, try to get this 
booklet. 
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Year 


1929 
1930 
1931 
1932 
1933 
1934 
1935 
1936 
1937 
1938 
1939 
1940 
1941 
1942 
1943 
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Editor for Magazine-Type 
House Organ 


ae oy | department of Steel Pro- 
ducer in Cleveland, Ohio, has open- 
ing for fluent writer, 25-35, to edit 
external magazine-type house organ. 
Some technical experience or training 
desirable. Basic knowledge of pho- 
fography. layout and printing essen- 
tial. Some travelling required to de- 
velop material. Newspaper or other 
reporting experience would be useful. 
Send photo, experience record, sam- 
ples of work and indicate salary ex- 
pected. 


Box 6189, Advertising Age 
100 E. Ohio St., Chicago II, Illinois 


COPYWRITER 
WANTED 


Prominent Chicago agency has excep- 
tional opportunity for man _ experi- 
enced in writing trade paper and 
direct mail copy. Automotive and 
truck experience desirable. Give full 
details — experience, age, education, 
salary desired. Our staff knows of this 
advertisement. Replies confidential. 


Box 6191, Advertising Age 
100 E. Ohio St., Chicago II, Illinois 


Wanted,” 


card rates. 


—The Advertising Market Place—| 


The rates for this department are as follows: “Help Wanted,” “Positions 
“Representatives Wanted,” 
60 cents a line, minimum charge $3. Terms cash with order. 
Wednesday noon preceding publication date. 


“Representatives Available,” 
Porting close 
Display advertisements take 


and 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


HELP WANTED 


ADVERTISING SALESMEN 


Prefer previous experience general 
Consider 


be- 


industrial trade journals. 
ambitious, interested veterans, 
ginners. Salary. Real future. Promi- 


nent company. 


Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


HELP WANTED 


ARTIST who can do comprehensive 
layouts, finished art and lettering. 
The man selected will have a fine 
opportunity with large, established 
agency. Write giving full details 
including experience and salary de- 
sired. Enclose samples of artwork 
and layouts, which will be promptly 
returned. 

JESSOP ADVERTISING CO. 

Tower Building, Akron 8, Ohio 


POSITIONS OPEN 

With agencies, advertisers, pub- 

lishers and in radio for both men 
and women. 

No obligation to register. 
FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago 


COPYWRITER 
Nationally known, medium size mid- 
west agency offers an unusual op- 
portunity to a young man or retired 
veteran who can create effective 
copy. Give age, education, experi- 
ence, references and salary expected. 

Box 7480, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


DADDY, 


HERE’S YOUR 
PICTURE IN 


ELKS 


Yes, son, that’s me all right. And standing right in 
front of me is the Mayor, and that’s the Governor of our 


State next to him. 


That picture was taken the night we presented some 
badly needed equipment to the County Hospital. 1 wish 
I could have taken you. Everybody who’s anybody in our 


town was there 


they all belong to my Lodge. 


* 


The 1400 Elks Lodges, all over America, have gener- 
ously supported and sponsored the thousands of chari- 
table and welfare needs of the communities where the 
Lodges are located. And this is not exclusively a war- 
time job—the Elks have been doing this for 77 years. 


Every issue of The Elks Magazine carries news and 
photographs illustrating charity and community welfare 
work in action — news that is important to all of the 


680,000 Elks in the Nation. 
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HELP WANTED 


Advertisirg Age, Augusi’ J, 


ae 


HELP WANTED 


Old established publishing firm in 
engineering construction field wants 
an experienced, successful salesman 
to work Midwest territory repre- 
senting a monthly magazine, and an 
annual catalog and directory serving 
the export market. In reply give 
age, education, experience, refer- 
ences and desired salary. 

Box 7461, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Veteran—There is a lucrative post- 
war sales position waiting for a 
young veteran interested in adver- 
tising and selling. He must be will- 
ing to take a complete training 
course to fit himself for the job. 
This training course approved for 
benefits under G.I. Bill of Rights. 
In replying please give age, service 
record, education, and previous busi- 
ness experience if any. 

Box 7486, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SALESMAN OR BROKER 
For advertising displays (cardboard, 
wood, etc.). 

Exclusive East, Midwest, and West 
Coast Territories. Imperative you 
have substantial top flight clientele 
manufacturers of nationally ad- 
vertised products. This organization 
outstanding in creative designing 
and construction. In position to ren- 
der exceptional service on volume. 
State current yearly volume, whom 
representing, age, family’ status 
availability. L. A. Sauer, Display 
Corp., 357 E. Erie St., Milwaukee, 
Wis. 


SPACE SALESMAN 
A deluxe opportunity that is seldom 
offered to a crackerjack salesman to 
sell an established aggressive busi- 
ness paper. Chicago territory. $5,000 
or more to start. 
Box 7481, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Opening with opportunity for experi- 
enced copywriter and assistant Ac- 
count Executive. 4A agency. Give 
full details by letter. Wm. B. Rem- 
ington, Inc., Springfield, Mass. 


WANTED—ACC’T EXECUTIVE 
Out of town. Must speak and write 
perfect Spanish—do not apply other- 
wise. Give full details, experience, 
background, salary requirements. 
Box 7506, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
A REAL OPPORTUNITY 
Here is a real opportunity for live- 
awake man who has had business 
paper selling experience. One of the 
South’s largest publishing houses 
has an opening for a field editor 
who can sell advertising, write edi- 
torial copy and take photographs 
(latter can be taught to him in 
short time). BUT above all he must 
not object to traveling 75 per cent 
of the time and putting in long 
hours in the field. Anyone looking 
for a soft bed should not apply, but 
real money can be made by a pro- 
ducer. Automobile and camera fur- 
nished plus salary, expenses and 
bonus. Give complete facts, age, 
past experience and enclose photo- 
graph. Applicant’s record must be 
susceptible to rigid investigation. 
H. L. Peace Publications, 344 Camp 
Street, New Orleans 12. Long Dis- 
tance, Magnolia 7801. 


INDUSTRIAL ADVERTISING 
MAN WANTED 

For creative work in large depart- 
ment of nationally known, diversi- 
fied manufacturer in essential indus- 
try located in northwest. Ability to 
write, spark ideas, along with some 
merchandising experience. Give age, 
experience, salary desired and in- 
clude a few samples of work and 
recent photo. All replies will be 
held in strict confidence and mate- 
rial returned. 

Box 7495, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


We have a number of jewelry stores 
in the Midwest that need a top- 
flight advertising man, who knows 
merchandising and can create good 
layouts. We can afford to pay top 
Salary. An excellent chance for real 
advancement to the right man. If 
you are experienced but “fenced in,” 
here’s your chance to exercise your 
abilities. Can you fill the shoes of 
this much-needed person? Write 
your qualifications, and salary de- 
sired. 

Box 7493, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


NEWSPAPER REPORTER 
Permanent advancement. 
Opportunity. State age, 
experience. 

Salary open. 
Box 7496, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


training, 


Man with 
production details. 
tunity for artist or free-lancer 
ing toward co-ownership of gro 
Eastern Industrial Agency. 


330 W. 42nd St., New York 18, 


VISUALIZER 
ideas for visuals 


Box 7492, ADVERTISING AG 


We're looking for a 


PHILADELPHI! 
PEPPER POT.. 


The man we’re seeking is eith: ; 
working in Philadelphia rig}, 
now—or prepared to settle her: 
permanently. 


He knows how newspape: 
space is sold and what makes 
Media Records tick. What’; 
more—he can take statistics in 
stride and build them into av. 
curate, persuasive selling cop) 
in advertising presentations and 


booklets. 


In short, he’s a top-flight ad. 
vertising promotion man who 
can think straight, dig deep and 
come up with finished work 
ready for the printer. 


If this sounds like the sort of 
job you’ve been hankering after 
—the chances are you’re the man 
we're looking for to round out 
our hard-hitting advertising pro- 
motion department. 


So, sit down now and write us 
a nice long letter telling what 
you’ve done—where you've done 
it—and why you want to change. 
The salary offered will be com- 
mensurate with your ability to 
meet our requirements. 


PHILADELPHIA RECORD 


Broad & Wood Streets, Phila. 1, Pa. 
Address Promotion Manager 


Excellent op or. 


This Chicago Agency 
Needs 4 Good People 


Chicago agency with a growing list of 
industrial and consumer accounts 
needs four people who are willing to 
take a job and stay with it. 


There are 30 on our staff. We have 
been in business a long time; are 
financially sound; have high advertis- 
ing standards and an excellent repu- 
tation; and our clients stay with us. 


We need fo fill these four jobs. We'd 
be very happy with ex-servicemen or 
women if they have experience. 


1. BOOKKEEPING ASSISTANT: for 
billing, vouchering; typing ability 
necessary. 


2. STENOGRAPHER: for typing, fil- 
ing; some dictation. 


3. MEDIA ASSISTANT: for schedules, 
contracts, insertion orders, publication 
analysis, checking. Typing ability nec- 
essary. Good opportunity to learn 
media and become assistant space 
buyer. 


4. LAYOUT MAN: must know produc- 
tion, typography. We don't need a 
Rembrandt but do need genuine cre- 
— ability. Attractive remuneration 
plan. 


Tell us what you have done, what your 
ambitions are. You don't need to 
write beautiful English—just a simple 
letter. Address: 

Agency President 

Box 6188 
Advertising Age 
100 East Ohio Street, Chicago |! 


MILWAUKEE CALLING 
COPYWRITER VETERAN 


The industrial picture here in Milwaukee 
is very attractive . . . and that goes for 
the city, too, as a place in which to 
WORK and LIVE. If you have a hanker- 
ing to locate in a spot like this and have 
a natural bent for writing industrial and 
agricultural copy . everything from 
milling machines to farm tractors, with a 
little variety thrown in such as hospital 
supplies, toys, games and candy bars... 
get in touch with us right away. Tell us 
about yourself and if you sound like the 
“answer to the maiden's prayer’’ we'll 
have you come up and see us, at our ex- 
pense, for a preliminary pow-wow. 


We're a small but highly productive out- 
fit, serving some 40 manufacturing ac- 

counts, and have currently reached the 
| saturation point in copy production with 
our present staff. We'll pay whatever 
you're worth, depending upon copywriting 
|} ability and productive capacity. It's a 
shirt-sleeve job with a shirt-sleeve gang 

. everybody in the same boat, pull- 
ing together, and to hell with the stuffed 
shirts! Address Box 6190, Advertising Age, 
100 E. Ohio St., Chicago II, Ill. 


WANTED 


Man who can write |: 
ters that sell to tee 
charge of direct mail ¢ >- 
partment of a large co”- 
cern. Excellent oppor! - 
nity for the right me”. 
All answers held in stri + 
confidence. Address B « 
6184, Advertising Ac», 
100 E. Ohio St., Chica 
11, i. 
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HELP WANTED 


HELP WANTED 


Promotion Man for large auto- 
manufacturer; should have 

ieas, sales personality, be able to 

crite well; college education; posi- 

vith postwar future; age 20 to 

itomotive or business back- 

i not necessary. : 

« 7466, ADVERTISING AGE 

, E. Ohio St., Chicago 11, Il. 


»ROOFREADER, capable of highest 
‘ irds of accuracy, wanted by 
a); rial department large book 
sher. Write full details of 
jualifications and requirements. Con- 
a-ntial handling assured. 

ox 7494, ADVERTISING AGE 

0 E, Ohio St., Chicago 11, Ill. 


ales 


io 


ales manager for advertising dis- 
firm (cardboard, wood, etc.). 
rative you have background 
vi top flight nationally known 
jsers of ad displays. Sales force 


Little travel- 
ne. Work out of Chicago or Mil- 
yaukee Office. Salary and commis- 
lt 
i 


varatively small. 


, on personal clientele. Organiza- 
yn outstanding in creative design 
and construction. Service and vol- 
ime available. State current yearly 
me, Whom representing, age, 
amily status, availability. Display 
‘orporation, 357 E. Erie St., Milwau- 
ee, Wis. 


Man 
agency. 
ideas, 


for 
Must 
work up 


dvertising Production 
femphis advertising 
ye able to create 
h layouts, write copy and su- 
yervise production. Not necessarily 
irtist, he must be able to im- 
mart ideas to artists, buy art, type, 
ngraving, and printing. Salary 
5,000.00 for right man. Write fully, 
iving experience, educational back- 
syround, and if possible some indica- 
ion of work. 
Box 7497, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


EWSCASTER—KMBC, Kansas City 
equires services of journalism grad- 
jate with adequate news experience 
-midwesterner preferred. Must be 
apable of evaluating, editing, writ- 
ng and broadcasting own copy and 
yossess a microphone personality. 
plendid opportunity in one of ra- 
fio’s pioneer newsrooms with five- 
wire service. Rush all data, includ- 
ng transcriptions of air work and 
hotograph to Karl Koerper, Man- 
ging Director, KMBC, Pickwick 
iotel, Kansas City 6, Mo. 


POSITIONS WANTED 


TECHNICAL WRITERS 
Technical Writers with experience 
compiling manuals on mechanical 
and electrical equipment. Must be 
able to interpret Army specifica- 
tions. Here is an opportunity to be- 
come a part of a growing organiza- 
tion having an excellent postwar 
future. In reply give references, 
age, experience and salary desired. 

Puffer Engineering Co. 

215 Fox Theatre Bldg. 

Detroit 1, Michigan 


Young man to assist Account Execu- 
tive on copy and contact. Real op- 
portunity for progress. 4A agency. 


Give full details by letter. Wm. B. 
Remington, Ine., Springfield, Mass. 
ARTISTS 


Experienced Photo Retouchers 
wanted for work on operational and 
exploded views to be used in Tech- 
nical Manuals. Good postwar oppor- 
tunity for those who qualify. Abil- 
ity to read blueprints and draw per- 
spectives desired, but not essential. 
In reply, give reference, age, experi- 
ence and salary desired. 

Puffer Engineering Co. 

215 Fox Theatre Bldg. 

Detroit 1, Michigan 

WE NEED A COPY MAN: A young 


agency in midwest city of 300,000 
needs an out young fellow 
n 


with plenty of writing ability and 
ideas. 
This person if sufficiently experi- 


enced will head the department. 
Agency specializes in consumer ac- 
counts. A real opportunity. 
Box 7491, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


READY FOR TELEVISION with 11 
years’ experience in commercial mo- 
tion pictures, training films, radio, 
newspaper and public relations. 
Writer-producer-idea man; young, 
reliable, genial, married. Eying 
television connection now or post- 
war. 

Box 7505, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Production Man, 35, married, wide- | 


experience nat’l. agencies and lge. 
mfgrs., looking for similar connec- 
tion—big, tough production job or 
right hand man to adv. mgr. Have 
run agency art, production and bill- 
ing depts. Past 3% yrs. in Merchant 
Marine. 
Box 7507, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Art Director—Advertising Man 
Broad experience, proven ability. 
Present salary $8000. Desires posi- 
tion in N. Y. C. Write: 

Box 7498, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 


Marine Combat Correspondent and 
Photographer, 32, available late Au- 
gust. Past experience as radio script 
writer, copywriter, editorial and 
feature writer, news and illustrative 
photographer. 

Box 7499, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING SALESMAN-MGR., 
long executive experience, classified, 
local, national. Metropolitan and 
small papers. Copywriter. Excep- 
tional records. Producer, solid build- 
er. Available Aug. 11th. 

Box 7501, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


| 
| 


| concern 


POSITIONS WANTED 
Free-lance writer, 29, married, de- 
sires position as copywriter. 
cartooning, layout, typography. 
Familiar with publishing procedure. 

Box 7502, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Veteran, 31, desires position in me- 
dium size agency or manufacturing 
offering postwar future. 
Seven years thorough agency and 
manufacturing experience in pro- 
duction, copy and layout, contact, 
research, media, point-of-sale, and 
co-operative advertising. Knowl- 
edge of industrial, agricultural, util- 
ity, appliance and food fields. Geo- 
graphical location immaterial. 
Box 7487, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


YOU HAVE A JOB FOR ME 
if you are a recognized agency or 
large advertiser who wants an ex- 
perienced copywriter with N. Y. 
agency and newspaper background. 
Have written general, consumer, in- 
dustrial, dealer, publication promo- 
tion, Grug, medical, ete., ads and di- 
rect mail. Experienced in market 
analysis, research. Thorough knowl- 
edge grocery picture in N. Y. C. 
University graduate, 27. 

Box 7500, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVE AVAILABLE 
Chicago area representative offers 
alert, sound sales ability to pub- 
lisher wishing superlative represen- 
tation. Trade or industrial magazine 
preferred. Write in confidence. 

Box 7504, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Knows | 


47 


MISCELLANEOUS 
Have you more work than you can 
handle? Two university trained vets 
will help you with feature writing, 
copy, direct mail, sales letters on 
free-lance basis. Reasonable rate. 
Box 7490, ADVERTISING AGE 
100 E. Ohio St., Chicago 11. TH. 


EDITOR-WRITER 
No college degree and a woman 


—but, at 30 years of age I have 
had ten years of intensive experi- 
ence editing national mass circu- 
lation magazines. Being attractive 
hasn't kept me from being efficient 
and learning the magazine busi- 
ness from the ground up—editing, 
writing, production and the gen- 
eral management of magazines. 


My background and my references 
are on a par—both top drawer. Do 
you need an editor or a managing 
editor? Have you or do you ex- 
ect an editorial or writing prob- 
em? Your time is valuable and so 
is mine. But I always have time 
for a personal interview if it can 
lead to bettering my product, which 
is my career. 


Wire, write or telephone: An 
Maher, 955 Park Avenue, N.Y.C., 
BU 8-3153. 


* 


ADVERTISING AGENCY 
WANTS 
TOP-NOTCH COPY CHIEF 


This 30-year-old medium size 
mid-western 4A advertising 
agency (with New York office) 
wants a copy chief. We want 
a man who has already ar- 
rived, who can write brilliant 
radio and publication adver- 
tising; plan campaigns, write 
new business presentations; a 
man who isn't too proud to 
really "give'’ on broadsides 
rn other promotional mate- 
rial. 


He should be able to nurse 
cubs along and give them the 
benefit of his experience. 


In return we offer an ex- 
tremely comfortable living in 
a pleasant city; security; a 
future in an agency that has 
always "gone places" and un- 
der new, younger manage- 
ment is going even farther. 


Please write in detail and 
send samples. Your confi- 
dence will be respected. Box 
6187, Advertising Age, 100 
E. Ohio St., Chicago II, Ill. 


WANTED GENERAL SALES 
MANAGER 
of Heavy Equipment 


estern manufacturer of hydraulic 
Pres-es with world-wide distribution, 
See. a@ topnotch sales manager to 


heo’ their sales department. The 
*Gu pment is sold through distributors 
'0 ce construction, oil, mining and 
nc trial fields. Position is perma- 
and is open immediately 
° 


man of good character and abil- 
ty Attractive salary and bonus 
d to outstanding executive who 
able of producing results. Make 


You reply complete giving all per- 
"ney information of past record, na- 
"one ty, age, education along with 
refe' neces. Application will be treated 
am fidence and references will not 
- cked unless permission is given. 
ec enclose a recent photograph 
e will be returned upon request. 
da 


s Box 6183, Advertising Age, 
E. Ohio St., Chicago, Illinois 


6 No. Michigan Ave. 
Chicago 2 
Randolph 0828 


Ls Kleased 


study, which will be released soon. 


in chain grocery stores. 


research study recently made by Stewart, Brown & Associates. 


to Its Reader, is available upon request on your business letterhead. 


100 Madison Avenue 
New York 17 
Wickersham 2-5630 


NEW MARKET FACTS ABOUT CHAIN GROCERY SHOPPERS 


Part One of a new fact-filled report on women shoppers who patronize chain 


grocery stores has just been released. The report is based on an extensive 


This part of the report includes new data on the income and age distribution of 
these women shoppers... an analysis of the kinds of editorial subjects they like 
to read... data for evaluating the editorial content of The Family Circle Maga- 


| zine. Use of the magazine by readers will be included in Part Two of the 


The findings, based on personal home interviews with 6,045 women shoppers 
observed in the grocery chains which circulate The Family Circle Magazine, 
offer much valuable information to advertisers of foods and household products 


... in fact, to any advertiser interested in reaching the type of women who shop 


This 32-page report, entitled The Importance of The Family Circle Magazine 
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e had been assigned to the job as a| tory started with a single ad ap. me te 
Promotion Solves last resort. Here's what hap- | tioned, “Laborers Wanted,” \ ic obvi 
pened: | was authorized for Dec. 13 in the, jus 
Leon J. Wilson, representative |22 papers in the Arkansas D: lig ented 
| of Arkansas Dailies, noticed that| group. The total cost was © soy; fyough 
Manpower Shortage during November‘and early De-/| $1,000. This was followed , ons 
cember, 1944, help wanted copy/ 20-inch insertion in every | ail) Maily 1 
for the project was appearing) paper in Arkansas every da, {, 
for Rocket Plant spasmodically in a number of Ar-| the remainder of December. “— 
kansas newspapers. He learned _ Within four days after the inj. ve 
= | W + d D . that the advertising was being|tial advertising was released jj ‘6 
4 | elp YY ante rive placed by the state office of the;success was obvious. Worker 
Costs $250,000 WMC and that the Navy and the| poured into Camden so fast tha: 
: ‘ construction contractors were not| the contractors had to build jut 
Nets 20,000 Workers happy over the results. on the project site to house tiem L 
Memphis, Tenn., July 31.—Ar- Advertising Goes to Work Job Is Redone 
kansas Dailies, newspaper repre- Accordingly the Arkansas Dail- The job was going great cun: URG 
sentative organization, thinks it| ies representative called on E. M.| and the labor quotas were being 
has had a hand in breaking all| Philpott, assistant general man-| met when the mid-winter f\oo0¢; 
records for size—and perhaps for| ager of the construction job, who| came in January and transfor med l 
effectiveness—of a help wanted| told him that the contractors were|the construction site into a s¢; 
advertising campaign. desperately in need of 20,000 men|of mud. Men and mud wou'ldn' ROC 
The help wanted effort ran up| for clearing 70,000 acres of swamp| mix and the men began pulling P 
r: : to a total of $250,000 in space, and| and timber land and the building | out in droves. Others had to } nae 
le ia ' ee ae resulted in pulling 20,000 work-| of the giant plant. /recruited to take their places angji cooD PA 
men to Camden, Ark., at a time Their conversation resulted in| Arkansas Dailies rolled up the ‘eed Bos 
SCHENECTADY when the job of building a $100,-|the contractors’ commissioning | sleeves again, boosting the origi- FREET 
000,000 naval ordnance plant there! Arkansas Dailies to do the job.) nal advertising purchase order | F | 
was bogging down in the man-| Possibly the largest help wanted} $100,000 to $250,000. The cam. l 
power shortage and 1,000 soldiers| advertising campaign in _ his-|paign continued and new mer 
EMP 
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| -MONSEN®* AGO an t in wartime typography 


ALFRED E. HUNT liott 


1855-1899 strw 

Josep! 

Soldier . . . Co-founder of the aluminum industry —— 

‘ : : . ivertis: 

First president of Aluminum Company of America eturnec 

f Radi 

S55 ee lee $2.00. Since 1940, Alcoa has reduced the pric fctor } 

| . fal al PL es 7. ae from 20¢ to 15¢ a pound. To Mr. Hunt's rai prior 
Jose elt UEVE if! | 2 Hate. business acumen, daring and scientific knowledgefMmana ger 
‘wth roms «TL, Pittsburgh owes its place as cradle of the worlt: tgs 

eS wide aluminum industry. oq x 


Today, with one war finished and one stil! 
going on, Pittsburgh's great basic industric: at 
already demonstrating that they need no r cot 


| LL iS SS version. Many of the things they produc: at . 3 
| <a x an UM BC exactly the same whether intended for pea ¢ 
. We “ALT ERECFE - RANA for war. Shifts are made quickly without CH ~> 
: WOM AVY > 
: down or layoff. q 
...a8 developed by MONSEN + CHICAGO are A 28, Alfred Hunt acquired a chemical and In this center of the aluminum, steel, oil, 04). | 
$ _ helping speed every job! In production of Army and Navy instruction metallurgical laboratory to serve Pittsburgh's food processing, electrical, glass, paint and | chet \ 
© manuals alone, savings up to 80% are being made on captions, numerals, steel mills. He was later to receive the Norman industries, The Press is read by 69% of the ‘et 
% arrows. In chart and map work, it’s the fastest way to insert gold medal for research in testing structural steel. ropolitan families in the sixth largest n ket XS 
© statistical data, names of cities, rivers. TRANS-ADHESIVES are At 33, he recognized the possibilities of Charles in America. . , 
: transparent and adhesive... furnished in black, white or color... ready for M. Hall's process for aluminum re- al 5 
: instant application to any kind of copy. Anyone can apply! duction and formed a company to e ; 
° Saves camera time, eliminates extra negatives and delicate strip-ins. manufacture aluminum by means The Pitt sbur h Pres e. 
: Less opaquing and hand work. Write for samples today! of this process. By 1888, he had g ‘ — 
° established the Pittsburgh Reduc- Pan: 
Monsen:Chicago tion Company, predecessor of ‘ ates tities oem ee he é 
Aluminum Company of America. Eeeauaean Seales Tame sa any oes pa P 
Now operating in its new modern plant...22 EAST ILLINOIS STREET, CHICAGO 11...SUPERIOR 1223 From $8 - pound, Mr. Hunt — Oifices ie thiseen Beare Sonam, In General Adver: “'"€ ace 
brought the price of aluminum to Philadelphia and San Francisco. In Total Advertis: « 
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gill operate the rocket plant, has 
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ame to Camden by the thousands, 
Obviously the job was too big 
or just the newspapers repre- 
ented by Arkansas Dailies, al- 
nough in addition to the 22 
yapers in Arkansas it represents 
newspapers in Tennessee, 


jaily 


)UR ARMY AND NAVY NEEDS 


“ROCKETS” 


TO HELP SAVE LIVES! 


LABORERS 


(No Experience Necessary) 
URGENTLY NEEDED 
AT ONCE! 


TO HELP BUILD THE 
UNITED STATES NAVAL 


ROCKET PLANT 


at CAMDEN, ARKANSAS 


Prime Contractors Now Employing Laborers 
COOD PAY! TIME-AND-HALF FOR OVERTIME 
54-Hour Work Week Has Been Scheduled 


wood Board and Lodging at $1.00 Per Day! 
FREE TRANSPORTATION TO JOB 


APPLY YOUR NEAREST 


UNITED STATES 
EMPLOYMENT OFFICE 


Name of Town Local Address 
pO YOUR PART NOW .. APPLY TODAY! 
ROCKETS WILL SAVE LIVES 


All Hiring tn Accordance With WMC Regulations 


<entucky and Alabama, as Mid- 
South Dailies; in Mississippi, as 
lississippi Dailies; and Oklahoma, 
s Southwest Dailies. The cam- 
baign had to go forward in Texas, 


ouisiana, Kansas, Missouri and 
eor gia. | 
How Drive Mushroomed 

Before the big push was over, | 
chedules had been placed in 511) 
ewspapers in eight states, with | 
combined circulation of over | 
000,000, in addition to a few) 
adio stations. Most of the papers | 
sed in the campaign were dailies, | 
he majority of which carried | 
hedules ranging from 15 to 20) 
ches daily for four and a half | 
ionths. 
Display copy was used except | 
1 papers that restricted this type | 
{ advertising to classified. Addi- | 
jonal display insertions of 60) 
ches and 72 inches were used. | 
here were over 40,000 insertions, | 
epresenting some 400,000,000 ad- | 
ertising impressions during the | 
ampaign. Due to auditing regu- | 
itions, it was necessary to process , 
lore than 80,000 checking copies. 
Taking its cue from the Navy, 
‘ational Fireworks, Inc., which 


alled in Arkansas Dailies to 
andle its labor recruiting cam- 
baign, the original demonstration 
faving been proof enough that 
dvertising could do the job. 


liott Heads RCA | 


strument Division | 
Joseph B. Elliott, formerly vice- | 
resident in charge of sales and 
dvertising of Schick, Inc., has 
tturned to RCA Victor division 
f Radio Corporation of America 
s general manager of the RCA 
ctor home instruments division. 
Prior to the war, he was sales 
manager of RCA Victor’s radio, 
honograph and television depart- | 
ent, recently included in the | 
€w home instruments division. | 


* 
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~~ 
= 


')y bought one o’ them light- | 
ids WFDF Flint wuz sellin’ 
‘ul got hit twice in the same 


} 


G-E Promotes Porter 

John G. Porter has been pro- 
moted by General Electric Com- 
pany from head of advertising for 
the electronics department, Sche- 
nectady, to director of advertising 
and sales promotion of traffic ap- 
pliances, Bridgeport. 


‘Register’ Hits 400,000 


Circulation of the Sunday Des 
Moines Register has reached a new 
record of 400,000, and is now ex- 
ceeded by only 10 other Sunday 
papers. The figure is an increase 


of 100,000 over 1936 despite dis- | 


continuance of an early Sunday 
edition formerly reaching nearby 
states. 


Swank Launches Gold 
Line in Magazines 

Swank, Inc., Attleboro, Mass., 
manufacturer of men’s jewelry 
accessories, will introduce a new 
line of solid gold jewelry this fall 
in color advertisements in 10 na- 
tional magazines and the New 
York Times Magazine. 


Keyed to the theme “Swank 


Adds Genius to Solid Gold,” ads|Town & Country, Vogue, and 
will run in Esquire, Fortune,| Woman’s Home Companion. 
Good Housekeeping, Harper’s|Agency handling the account is 
Bazaar, Ladies’ Home Journal,| Alfred J. Silberstein-Bert Gold- 


The Saturday Evening Post, Time, smith, Inc., New York. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROAQWAY 
NEW YORK 7. N.Y 


WRAP UP a tanker — 


about 16,000 tons: 


Buyine is not quite that casual, of course, 
but even in normal times, business buys 
steamships and other million dollar items 
just as a routine part of its regular opera- 


tions. 


The American business market not only 
is the largest in the world today, but it 
is the largest market the world has ever 


known. 


And it will continue to be the 


greatest in the period just ahead. 
If you make motor trucks, American busi- 
ness will buy them—up to many millions 


of dollars. 


If you sell electric power, here 
is your greatest market. 
Railroad equipment! 


Machine tools! 
Office appliances! 


Your greatest volume of sales are concen- 


trated here! 


If you propose to advertise to the men 


who control this 


market, your choice of 


mediais easy. Inthe general business field, 


there are only four magazines, with a com- 
bined circulation of 963,830. They are: 


Nation’s Business 451,385 subscribers 


United States News 207,141 os 
Fortune 178,920 -" 
Business Week 126,384 - 


You need all the circulation you can get. 
And that 963,830 is all you can get without 
going into the mass field for the business 
circulation you can pick up around the 
edges. 

So use it all. Use more if you can. 
anyway, don’t use less. 


NATION’S BUSINESS 
Washington * DC 
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[ PATIENCE, MY FRIEND ! ) 


ep ani 


CATALOG COVERS and BINDERS 
—good ones—can be had from 
Beaverite—but not yesterday. 
From 2 to 6 months is the general 


rule—and that's good. 


Imagine what the rush will be like when the 
green light goes on...isn't it common sense 
to do something now about the catalogs 
and binders you know you're going to need 
in a few months? 


Tell us your requirements and let's get started—we'll 
help all we can with samples and prices—and we'll 
tell you what we can do for you on delivery. 


* §-BP-2 


- BEAVERITE PRODUCTS, INC. 


Catalog Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 2 


Rebus Contests 
in Dailies Hit 
by FTC Order 


Washington, July 31.—Publish- 
ers Service Company, New York, 
which promotes its rebus contests 
|in advertisements in newspapers 
throughout the country, was told 
by the FTC last week to explain 
why it should not be stopped from 
misleading the public into believ- 
ing that chances of winning a 
$10,000 prize are better than they 
actually are. 

In its complaint, FTC said the 
contest operators make a practice 
of circularizing contestants with 
letters, telegrams and other ma- 
terial implying that the partici- 
pant is tied with a small number 
of persons for a prize, and solici- 
ting on that basis subscriptions to 
tie-breaking puzzles. 

Actually, FTC said, at the end 
of the original contest, many 
thousands are tied for first prize, 
and the contestant successfully 


Advertising Age, August 6, I 


completing the final tie-breaking|the contest operators allegedly 
contest is only one of thousands| solicit sale of additional publica. 


having the same standing in the 
contest. Frequently, FTC said, 


tions by telegram and other spe. 
cial means of communications 


there is not more than one chance! without, FTC says, revealing | at 
in 70,000 or 80,000 of winning a|large numbers are tied for the 
cash prize in the original or any | prizes. 


other amount. 
Many Are Tied 


Explaining the procedure of the 
contest, FTC said that the puzzle 
contests are initiated through 
large advertisements in newspa- 
pers throughout the country, re- 
citing the rules, reproducing six 
of 120 rebus type puzzles, and of- 
fering prizes ranging from $10,- 
000 to relatively small amounts in 
return for the payment of 15 cents 
to cover the price of books and 
publications, and for first and sec- 
ond tie-breaking contests. 

The respondent then mails to 
participants successfully complet- 
ing the original contest congratu- 
latory messages by special deliv- 
ery informing the contestant that 
he or she is tied with others for 
the highest award, FTC explained. 
After offering to double the prize, 


Royce Heads Otronics 


Lt. Col. Knibloe P. Royce, re. 
cently inactivated from the pro- 
duction division, air technica] 
service command, Wright Field, 
O., has been elected presideni of 
Otronics Company of America, 
New York, distributor of the new 
Otronic hearing aid. He is a spe- 
cialist in the hearing aid field 

Retail distribution of the hearing 
aid, which will be priced at $100 
and sold only through a physi- 
cian’s prescription, has already be- 
gun in the New York area, and 
sales and advertising will be ex. 
panded nationally when conditions 
permit. 


KJBS to Headley-Reed 

KJBS, San Francisco, has ap- 
pointed Headley - Reed Company 
as national advertising repre- 
sentative. 


ieienen 


In the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium, 
with full coverage and SELLING 
POWER in this prosperous market. 


Represented by The Branham Co. 


39.5% of the total church member- 
ship in the United States is Catholic 
—a total of 23,419,701 persons. 80% 
of these people live in urban districts. 
69% of the families live in the 12 


states where 59% of retail sales are 


made. 


Moreover, 


persons. 


ADVERTISING 


| REPRESENTATIVE 


while _ it 
accepted that Catholic families are 
larger than average, surveys show 
them to average 5.2 members per 


family—the general average is 3.8 


OUR SUNDAY VISITOR - 
C. D. Bertolet & Co., Inc. 


seeaeniaiiadiiens 


Check Up on Your Opportunity 
in the Big, Responsive 


CATHOLIC MARKET 


‘| s 
AES. 


are made, 


65% of the circulation of Our Sun- 
day Visitor-Register Unit is in the 12 
states in which 59% of total sales 


This “unit” is read by 1,170,665 
familes—a total of 6,087,458 Cath- 


olices—comprising 25.5% coverage of 


is usually 


“unit.” 


(A.B.C. 6-30-33 stmt.) 


REGISTER UNIT aps 


30 NORTH DEARBORN ST., CHICAGO 2, IL‘ 
ROOM 803, 


the Catholic Market. 

This concentration of circulation in 
the best retail sales area is a factor 
worthy of consideration when evalu- 


ating this market as served by this 


You can reach this responsive Catholic Market 
at low cost through the pages of this ““UNIT”’ 


1,170,665 net paid at $2.25 


110 EAST 42nd ST., NEW YORK 17, ©. ° 
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PRODUCT SPOTLIGHTED — Back- 
grounds are eliminated in the new 
Norge magazine series, focussing at- 
tention on character-product scenes. 
Campbell-Ewald Co., Detroit, is the 
agency for the Norge division of 
Borg-Warner Corp. 


Norge Reverts to 
Selling Copy in 
Color Ad Series 


Detroit, July 31. — Advertising 
copy which “harmonizes the view- 
points of the art director and 
product sales managers with 
pleasing results” will feature the 
fall campaign of the Norge divi- 
sion of Borg-Warner Corporation. 
The schedule has been mapped to 
start in national magazines in 
August and continue through De- 
cember. Campbell-Ewald Com- 
pany is the agency. 

The fall campaign represents 
the closest approach to straight 
product selling effected by Norge 
since the beginning of the war. Its 
“compromise” of straight selling 
and institutional copy points up 
the imminence of refrigerator and 
range manufacture. 


Simple Layouts Used 


The series of five four-color ads 
is designed to achieve warm hu- 
man interest through creation of 
hypothetical situations in the 
home, and aimed to produce a 
sympathetic chuckle on the part of 
the reader. In each of the adver- 
tisements, picture and _ caption 
were combined to effect a sur- 
prise element of heart-warming 


character. At the same time, the 
product is shown in full and clear 
ietail, thus satisfactory to the 
sales Manager. 
Product Defaced 
Considered unique in several 


respects, the ads are elaborate in 
their simplicity, backgrounds be- 
Ing eliminated and attention fo- 
cussed on the character-product 
scenes. In addition, the adver- 
user permitted unusual liberties to 
ve taken with his product in two 
f the advertisements by allowing 
oreign elements to be introduced. 
Typical of the ads is the first in 


es 


ng, . 


» JOURNAL-TIMES 


TNE. WISCOMSIN: [HE ALire arr (0 FERRITENTATVES 


the series. In this, a little girl 
with a mischievous smile is por- 
trayed half-hidden around the cor- 
ner of a Norge refrigerator, with 
her mother in apparent pursuit. 
Caption reads: “Mommy, may I 
have some bread ... and jam?” 
The giveaway is a jam-smear in 
the form of a little girl’s hand 
print on the front of the refrigera- 
tor and jam all over the young- 
ster’s mouth. Advertiser’s per- 
mission to deface the product with 
the hand print made possible in- 
troduction of the surprise element 


in this fashion. 

In another ad, reader’s atten- 
tion is drawn to the photograph 
through portrayal of a boy, rather 
than the usual girl, cooking over 
a Norge gas range. He is dressed 


|in a cub scout suit, and the cap- 


tion reads: “First steps toward 
becoming a wolf.” This is 
bolstered with reproduction of sec- 
tions from the cub scout manual 
outlining the fact that in order to 
join the wolf pack an aspirant must 
know how to prepare a bachelor 
dinner. 
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Wanamaker Airs News _ |Higgins Joins Weintraub 

John Wanamaker, New York! Charles M. Higgins has resigned 
department store, has contracted|from the sales staff of MBS to 
for a 52-week series of news pro-| join William H. Weintraub & Co., 
grams three times daily over|New York, as account executive 
WQXR, beginning July 30. The/|and assistant to the vice-president 
store was the first commercial | in charge of client relations. Pre- 
sponsor to use the station when | viously, he was with the Scripps- 
it began operation 10 years ago.| Howard newspapers in sales pro- 
Advertising is handled direct. | motional work. 


GIBBONS KNOWS CANADA 


J.J. GIBBONS LTD. 


BAY STRE RONTO 


ADVERTISING MERCHANDISING 


TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER 


CEDRIC FOSTER 


Now Yankee-Mutual War Correspondent 


. ‘or : 


Cedric 


From The Billboard June 2, 1945 


se wo a Pi 


=f 


< Fas * j 


Foster, Yankee-Mutual coast-to-coast com- 


mentator, is now in the Pacific as a Navy War 
Correspondent. A world traveler, Foster is familiar 
with the entire area of the Pacific war zones and Allied 


strategy there. His broadcasts from the Pacific are 


heard daily 2:00-2:15 P.M. and on Sunday at 6:30 P.M. 


on Yankee and Mutual. 


THE YANKEE NETWORK, 1nc 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON 15, MASS. 


Represented Nationally by EDWARD PETRY & CO., INC. 
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Economics Expert Forecasts 
Effects of a 40% Cutback 

With the outlook for business 
tied to cutback and reconversion, 
S. S. Parker, staff economist, 
Business Week, writing in “The 
Pulse Beat of Industry,” a con- 
tinuing service for McGraw-Hill 
representatives, declares that “40% 
or so of peak munitions output will 
be canceled in the year following 
Hitler’s fall, with much of the im- 
pact coming suddenly in the first 
few transition months.” He pre- 
dicts the following effects: 

Manpower: A 40% cutback 
would release some 4,000,000 or 
more direct war workers, and in 
the same year, 2,000,000 to 3,000,- 
000 servicemen would be dis- 
charged. Cuts in overtime, how- 
ever, would take up 500,000 work- 
ers; present labor shortages would 
absorb another 500,000, and prob- 


———e 
ys 


jably 1,500,000 wartime workers— 
| youngsters, women, oldsters, etc. 


= Ew Mex |through semi-fabrication, parts 
ies ron 7 or ye | (production and assembly—won’t 

/ y/ : 7 : ¥ ‘ — ‘ 
Ok TAL LAG 4 = |be plagued by bottlenecks. If this 


is done, auto output, 4,000,000 in 
1937, might resume on a 2,000,- 
000-car-a-year basis. 

Other Forecasts: A 40% cut in 
war industry would (1) cut in- 
dustrial activity from 235 in the 
Business Week Index to 200; (2) 
lower national income from 10-15 
billion dollars a year below the 


g for a Peacetime W: 


—would quit their jobs. 

Still unemployment would in- 
crease by 2,000,000 above the 
present 1,000,000 level before Ja- 
pan’s defeat. Thus, total employ- | ? . : 
ment would stay almost steady. | /@t-wise, see no drop at all in 

| Consumer purchases of goods and 


Materials: A 40% arms cut! my ‘ 
would release over 20,000,000 in- | way eae but such lines as restau- 
got tons of steel for non-war use. j rants and jewelry would lose out 
This, added to the present 35,000,- |to others such as hardware and 


s13 : household appliances; (4) make 

000 ton non-military consum tion, | 7 he 
would boost avallsnte civilian | Possible the anelng. of einer 
tonnage above the 1937 consump- | 2!! controls over production and 
except priority for 


tion. In short, a greater output | rer work: 7: ak adios and 
of ‘machines, rails, autos, coma | fairly senda, aie Geocdien qual- 
pees ete., than = 1937 would be | ity of merchandise, fewer luxuries 
feasible. Aluminum, copper and wanted, and (6) would see, in 
other metals might be in even! general, soft goods for consump- 
easier supply. 'tion—food, clothing, fuel, ete.—in 

Plant Facilities: Cutbacks must short supply, relief and rehabili- 
be so planned that integrated | tation demand entering the scene 


industries — from raw materials and output limited by the slow 


M&F CIRCULATION CENSUS 
PUTS CALIPERS ON COVERAGE 


ee 


OCHESTER 


- Here is one of the most highly industrial- 
| ized areas in the East. Mill & Factory's 
| coverage, proven by the Circulation Cen- 
; sus, reaches the key men in all the impor- 
} tant plants in this area. See table. 


Plant Rating and Coverage Table 
Monroe County, New York 
RATING NO. OF NO. OF READERS 


PLANTS PLANTS’ IN THESE 
(Excluding COVERED PLANTS 


branch of- BY M & F 
fices and 
warehouses) 
37 


AAA 
AA 
7 
? 
20 
? 
MILL & FACTORY CIRCULATION 
.. covers all worthwhile plants in trading area 
.. reaches the men by po = say YES and make 
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... TO HELP MILL & FACTORY ADVERTISERS 
KNOW WHERE THEIR SPACE DOLLARS ARE GOING! 


“We Want the Facts,” 
Ad Managers Say 


A well known advertising man- 


, 


Mill & Factory Circulation 
Census tells you in “cold-steel” 
facts and figures just where your 
advertising is hitting home. No 
fancy glossing-over with phrases 
like, “blanket coverage”, and 
other chestnuts. The finger- 
crossing days of space buying 
are gone. 

We put the calipers on M&F 
circulation to give you these 
definite facts on coverage in in- 
dustrial areas: 


1. Total number of 
worthwhile indus- 
trial plants. 


2. Authoritative finan- 


cial rating of each. 


3. Names and posi- 
tions of men in 


these plants who 


ager writes, “Mill & Factory Cir- 
culation Census is the key for 
today’s hard-headed planning 
for tomorrow’s industrial sell- 
ing. It’s one ‘precision gauge’ 
that tells me how we will get 
one hundred cents worth from 
our advertising dollar.” 


receive and read 
Mill & Factory reg- 
ularly. 


Over 132 leading Industrial Dis- 
tributors cooperated to produce 
the information in M&F Circu- 
lation Census. It is based on up- 
to-the-minute facts ferreted out 
by the 1200 salesmen of these 
distributors who are continually 
building and checking Mill & 
Factory circulation. 


Write or call CONOVER-MAST COR- 
PORATION, 205 East 42nd Street, New 
York 17, N. Y.; 333 No. Michigan 
Ave., Chicago 1; Leader Building, 
Cleveland 14; Duncan A. Scott & Co., 
West Coast Representatives, Mills 
Building, San Francisco 4; and Persh- 
ing Sq. Building, Los Angeles 13. 


present 155 billion level; (3) dol- | 


reversal of manpower shortages 
and belated improvement of 
equipment deficiencies. 

Mr. Parker warns: “End of the 
Japanese war is still expected a 
year from V-E Day (May 8). But 
it might come very much sooner, 
and if it does, will precipitate 
sudden, sharp cutbacks that might 
endanger reconversion of the eco- 
nomic machine.” 


* * * 


Cargo space for nearly 1,000,- 
000,000 pounds is being planned 
by 19 domestic airline companies, 
according to a survey by the Air 
Transport Association of Amer- 
ica. 

The airlines last year carried 
202,879,006 pounds of mail, ex- 
press and excess baggage, whereas 
the use of 409 new passenger 
planes on order or for which the 
airlines hold options, plus 22 C-47 
(Skytrains) being released to the 
airlines by the Army air forces, 
will provide cargo space sufficient 
to handle about 995,922,619 
pounds, 

eee * * « 

Practically immediate jobs are 
being offered to discharged vet- 
erans by Gamble - Skogmo, Inc., 
which operates some 300 retail 
stores and serves as a supplier of 
merchandise and sales plans to 
nearly 1,300 dealer stores in 21 
states from western Ohio to the 
Pacific Coast. In addition, it op- 
erates a large number of retail 
stores under the “Western Auto 
Supply” name, (This group is not 
connected with a firm of the same 
name, with headquarters in Kan- 
sas City, Mo.) 

Seeking 1,500 men, the found- 
ers of the Gamble Stores will 
train them as outside salesmen of 
refrigerators, radios, ranges and 
other appliances. They will also 
have the opportunity through 
training of becoming store man- 
agers, field supervisors or other 


ESSO'S NEWEST—Standard Oil Com. 
pany (N. J.) is using large space in 
Sunday newspapers from Maine to 
Louisiana to announce the develop- 
ment of a safety high octane aviation 
fuel which will be available after the 
war. McCann-Erickson, Inc., New York, 
is the agency. 


executive workers in the organ- 
ization, 
+ * a 

Westinghouse has started pro- 
duction of two new electric re- 
frigerators for commercial use. 
Manufactured under WPB author- 
ization, the refrigerators, with 20 
and 30 cubic foot capacities, will 
be available to institutions and 
commercial and industrial mar- 
kets having an AA-5 or better 
priority rating. This includes hos- 
pitals, schools, colleges, grocery 
stores, cafeterias, restaurants, lab- 
oratories, etc. 

a * - 

In San Diego, G. E. McPherren, 
engineer, is proposing a Gyro- 
plane, which will give passengers 
a ferris-wheel ride in air travel. 
In forward flight the Gyroplane 


PRINTING 


Now...more 


than ever... 


YOU should 
look to Faithorn 


With the war making a big demand on person- 
nel, advertising agencies and advertisers must 
look to the best and simplest way to handle their 
production requirements. This can be accom- 
plished through Faithorn comPLETE SERVICE— 
Ad-setting, Engraving and Printing, with art 
work and layouts — all under one roof. Why 
send cuts to one concern, type to another, 
blocks away, and then give your printing to a 
firm even farther distant? You can cut costs, 
eliminate worry and save TIME, TROUBLE and 
money by having Faithorn do the complete job. 
Only one contact and one order necessary. Let’s 
get together. Write, or phone Whitehall 2300. 


FAITHORN IS THE ONLY CONCERN IN CHICAGO 
THAT OFFERS THIS COMPLETE SERVICE, 


AD-SETTING .- 


Faithorn Corporation 


ENGRAVING .- 
400 N. Rush Street + Phone Whitehall 2300 + Chicago 1], Illinois 
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would have much the same ap- 
ssrance of a conventional air- 
lane, except that its wing is 
exceedingly small and of high 
speed design. The plane uses ver- 
tical ascent, the same as a heli- 
copter. In drawings of its static 
position on the ground, the Gyro- 
plane appears to be standing on 
its tail, the segmented tail section 
of the fuselage extending outward 
to serve as a landing tripod. 


Among the postwar sales ideas 
for radio servicemen, given in a 
recent issue of “Radio & Television 
Journal,” is the merchandising of 
communication attachments to be 
used in homes. 

A “household radio package” 
was suggested, comprised of, for 
instance, not only a phonograph 
but also a home microphone and 
intercommunication system. Loud 
speaker outlets in certain rooms 
and a listening “ear” for the baby’s 
room were also suggested as items 
for the servicemen to push. 


PIB Promoted 


in 20 Magazines 


New York, Aug. 1.—U. S. In- 
dustrial Chemicals is using The 
American Weekly and This Week 
Magazine, 10 magazines in the 
boating, outdoor sports and me- 
chanical fields, and eight business 
publications to promote a new 
liquid insulation product, PIB, re- 
cently released for civilian use 
and widely used by the armed 
forces to waterproof electrical 
systems of amphibious vehicles. 
Initial ads, breaking this month, 
will be followed by monthly in- 
sertions to appear through De- 
cember. 

Copy will promote use of the 


‘product to protect ignition sys- 


tems from moisture and to pre- 
vent battery corrosion in auto- 
mobile engines, motor boats, air- 
planes, and farm and _ industrial 
equipment. Point-of-sale material 
and descriptive folders will be 
provided for dailies. 

Geyer, Cornell & Newell is the 
agency. 


Carlon, Wallace 


Join Foster & Davies 

Will Carlton and Ralph Wallace 
have been appointed copy contact 
man and head of a newly-created 
radio production department, re- 
spectively, by Foster & Davies, 
Inc., Cleveland. 

In his new position, Mr. Carl- 
ton will work on General Electric 
germicidal lamp advertising, and 
will create a new campaign for 
trade, industrial, school, medical, 
and home publications. He has 
served as an editor of Ohio 
Farmer, president of Brothers 
Advertising Agency, advertising 
manager of Wyeth & Brother, 
Philadelphia ethical medical man- 
ufacturer, and advertising and 
assistant sales maanger of Wyeth 
International, New York. 

Mr. Wallace has been in radio 
management for many years. He 
joins the agency after being with 
WSYR, Syracuse, was formerly 
manager of WABI, Bangor, Me., 
and associated with WORC, Wor- 
cester, Mass. He will work on 
WJW, Cleveland, the N. B. Davis 
Company, and other Foster & 
Davies radio accounts. 


Francis Joins Dell 
Tom Francis, formerly with 
Photoplay and more recently with 
Promenade, has joined the adver- 


Using staff of Dell Modern Maga- 
zines, 


—— 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by *he thousands daily — each copy read 
by many, and passed on from shift to 
shi —each copy working 24 hours daily 
'o oring you coverage of today's best- 


Spevding custemers . . . 100,000 readers 
dai'y! 


* * THE *« * 
NEW HAVEN, CONN. 


& OURNAL-COURIER 


Accounts to Cantor 


Solis S. Cantor, Inc., Phila- 
delphia, has added the following 
accounts: Wil-Nor Products, plas- 
tic household items and jewelry; 
Juletoine S-O Cream Company, 
beauty treatments, and Harry F. 


Sobel Company, toy manufacturer. 


.) s ’ 
To Europe for ‘Esquire 
Arnold Gingrich, vice-president 
and editor of Esquire, Chicago, 
will go to Switzerland in Sep- 
tember to become European edi- 
tor of Esquire and Coronet. 


‘D&W’ Changes Name to 
‘Distribution Age’ 

Effective with the August issue, 
D&W, Chilton Company publica- 


tion serving shipping, handling, 
warehousing and other phases of 


distribution, has changed its name 
to Distribution Age. 

The editorial staff of Distribu- 
tion Age, which is published in 
New York, has also been enlarged. 
Charles Downes is editor of the 
publication. 


Poor Joins Ceco 

Don Poor, for the past five years 
assistant advertising and _ sales 
promotion manager of Lyon Metal 
Products, Aurora and Chicago 
Heights, Ill., has been appointed 
advertising manager of Ceco Steel 
Products Corporation, with offices 
in Chicago. 


Appoints Hopper Agency 

Vulcanized Rubber & Plastics 
Company, New York and Morris- 
ville, Pa., manufacturer of hard 
and soft rubber and plastic parts 
and products, has appointed 


Schuyler Hopper Company, New 
York, to handle advertising. The 
firm will announce the change of 


title, Vulcanized Rubber 


53 


pany, in a forthcoming campaign 
using business publications and 
direct mail. September issues of 


company name from its former | about eight publications will open 
Com- 


the drive. 


SCHOLASTIC 


Customers —for years to come 


Sell a product or an idea to high school stu- 
dents—and you have made a “first impression” 
that will be a lasting one. 
friends of these alert, eager, responsive young 
people by advertising in Scholastic Magazines 
—read and studied by 2,000,000 
high school students. 


220 E. 42nd St., New York 17, N. Y. 


Make lifelong 
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97'S THE PREFERENCE OF THE PEOPLE 


The “smart”? money is playing the big SS 


‘‘favorite’’ in Baltimore —the Baltimore 


News-Post. Tops in circulation, it got there pes 


' without premiums, baby contests or hypo- vy 
dermics. Baltimoreans prefer it because in — 
quality of news, features and service it’s the _ 
paper of their choice. Make it the paper of your 

choice, too, and “‘cdsh in’’ in Baltimore. 


News-Post 
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More Glamor Likely for 


Postwar Business Papers 


Deeper Penetration, 
Easier Reading Are 
Expected Results 


New York, July 31.—With the 
biggest advertising years in their 
history behind them, business 
publishers are making plans for 
the postwar period which en- 
compass not only more publica- 
tions but better ones. In fact, 
much of the discussion among 
publishers has even more to do 
with glamorizing the business 
press, which such a distinguished 
critic as Fortune once described 
as stodgy, than with any other 
single factor. 

Because most business paper ad- 
vertisers are also users of other 
media, and because general maga- 


zines have always absorbed a con- 
siderable portion of the appro- 
priations of advertisers who are 
regarded as primary accounts by 
industrial and business publica- 
tions, many leaders in the busi- 
ness publishing world believe that 
the industry has a face-lifting job 
ahead if it is to hold and expand 
the large volume of business now 
being carried. 


Better Looks Sought 


Some of those who have dis- 
cussed this problem say frankly 
that business papers must develop 
more sex appeal. They believe 
that business editors have been 
so much concerned with making 
their publications useful that they 
have forgotten to make them in- 
teresting, or, even more impor- 


tant, to make them look interest-| many advertisers use 


ing. So the program for business 
paper improvement will lay a lot 
of stress on better appearance, in- 
cluding such things as four-color 
covers, more editorial color, more 
dramatic layouts and other de- 
vices for enabling the reader to 
get his information with a piquant 
flavor added to the solid fare he 
has always received. 

Better and more interesting 
writing will be called for in the 
years ahead, the progressive ele- 
ment in the business paper field 
declares. Business editors who are 
technically qualified to discuss the 
serious subjects in which their 
fields are interested will be ex- 
pected to lighten up the some- 
what heavy style which has char- 
acterized most business publication 
editorial pages. All of these im- 
provements may call for a new 
type of business editor, or for 
new approaches to business edit- 
ing from those who have already 
won their spurs. 

One leading publisher told Ap- 
VERTISING AGE that he _ believes 
industrial 
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_ Hooper Continuing Measurement of Radio Listen- 
ing for the 1944-1945 Winter-Spring season gives 


WTIC’s 8:00-8:15 A. M. News period a 17.0 rating. This 
represents 76.5% of the sets in use at that time in the 
Hartford area—a great tribute to the excellence of 


WTIC’s news service. 


300,000 words pour into the WTIC newsroom every 
day from all the distant corners of the earth. WTIC is the 
only radio station in New England, and one of the few in 
the country, subscribing to three outstanding news asso- 
ciations— Associated Press, International News Service 


and Transradio News. 


In addition, a special Washington coverage is main- 
tained by direct wire; and throughout Southern New 
England WTIC reporters are ever on the alert for news 


of special interest. 


Preparing and presenting this material to the people of 
Southern New England in an authentic and understand- 
able manner is WTIC’s chief aim in its dozen or more 


newscasts each day. 


One more example of that extra service which has made 
WTIC the dominant station in Southern New England. 


DIRECT ROUTE TO 
a 


and trade publications principally 
because they are inexpensive, and 
he believes that the field will be 
in a vulnerable position if this 
remains its chief claim to consid- 
eration. On the other hand, he 
is convinced that with a more 
glamorous package for the ad- 
mittedly sound product which 
business publishers produce, media 
serving industrial and trade fields 
will be bought because of their 
power to do an important job in 
a much more effective way than it 
can be performed through any 
other means. 


Many Different Types 


In considering advertising pros- 
pects postwar for the business 
press, it must be remembered that 
the group comprises several totally 
different types of media. For ex- 
ample, industrial papers carry ac- 
counts altogether different from 
those appearing in the trade or 
distribution papers. The latter, 


‘ 
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like the institutional publications, 
which cover an important segment 
of the vocational markets, serve 
national advertisers and others 


whose products are familiar to 
general consumers. 

Because of the vast amount of 
technical progress which has been 
made by industry during the war 
period, and because many manu- 
facturing plants which have pro- 
duced for war purposes have ex- 
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ADVERTISING ACE believe 
that the great economi: 
problem of the postwar px 
riod will be to sell the good 
and services which ou, 
enormous industrial plant j- 
equipped to turn out... tha 
profitable advertising an: 
merchandising are the mas- 
ter keys to postwar prosper- 
ity ... and that therefor, 
the years that lie ahead may 
be the “golden age of adver. 
tising.” In a series of arti- 
cles, of which this is the 
seventh, we present . pre- 
view of some of the oppor- 
tunities and problems facing 
advertising and selling, an: 
some of the steps which 
business will take to meet 
them. 


panded their capacity during the 
past five years, dating back to the 
beginning of the national defense 
program, there will be great com- 
petitive activity in all sections of 
the industrial market. Competition 
will be keener than ever, and a 
record-breaking number of ney 
and improved products will be in- 
troduced to compete for the favor 
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you may feel 
assured that their 
opinion of Harper's 
as a means of reach- 
ing America’s most 
influential audience 
is based upon logic, 

facts and 
performance. 
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— of industrial buyers. 
Manufacturers of products con- 
ye sumed by the general public, such 


gs automobiles and electrical ap- 
pliances, likewise expect heavy 
competition, and therefore they 
gre demanding machinery, equip- 
ment and materials which will 


L is reduce costs as well as enable 
nal them to make better and more at- 
und tractive products, Thus all along 
as- the line in the industrial field 
er- the emphasis will be on products 


which are better than any pre- 


Ors 
; viously made, and on new ad- 
my vantages in design and operation 
me which have been under cover dur- 
rti- ing the war period. 
the While such important industrial 
re- classifications as machine tools 
yor- appeared earlier to have a dis- 
ing couraging outlook because of the 
and tremendous volume of production 
= | crowded into the war years, pre- 
pa vailing opinion now is that the 
eet demands of industry for cost- 
reducing equipment will enable 
machine tool builders to render 
———~ Hnuch of the government surplus 
1g the obsolete through new improve- 
to the Mgments. General Motors, for ex- 
efense emple, is prepared to spend half 
com- @ billion dollars for new equip- 
ons of Mgnent and manufacturing facilities, 
etition 9nd is demanding big improve- 
and af@ments in everything it buys. It 
F new mas even held clinics to tell 
be in- MEquipment manufacturers what is 
favor (rong with their products. 


Ad Volume High 


All of these conditions mean ad- 
ertising and sales competition of 
reat intensity and severity. The 
mdustrial press provides the bat- 
le ground on which the struggles 
or supremacy in. all the fields of 
ndustry will be fought out, and 
herefore advertising volume is 
xpected to surpass all of the new 
ecords which have been piled up 
luring the war years. The latter 
riod has been one of advertis- 
g expansion because of the de- 
ands of industry for materials 
nd equipment for war produc- 
ion purposes, and because the 
aders of industrial publications 
ave been the men on whom the 
urden of operating the war pro- 
uction machine has fallen. 

In the trade field, which has 
en an even mecre rapid expan- 
ion of advertising volume re- 
mently than industrial papers have 
ecorded, there is sure to be a 
om because of the large num- 
r of new manufacturers who 
ill be entering the lists. There 
ill be 200 new producers of 
ome appliances, for instance, and 
ll of them will have problems of 
uilding distribution organizations 
nd training them to do a good 
b of translating their sales 
tories to the general consumer. 
hus the dealer publication, which 
lany national advertisers had 
fen inclined to bypass in the 
fewar years, will serve an in- 
Nsely useful and practical pur- 
sé in the period just ahead. 


Will Educate Sales Personnel 


Another reason why trade pub- 
tations are taking on new life 
}the growing emphasis which is 
fing given to the education of 
ail salespeople. The good trade 
Kblication has always had a 
tge secondary circulation among 
army of retail store employes, 
Mt this circulation has never 
fn merchandised to advertisers 


aggressively. With both old and 
new comers in the field of con- 
sumer goods seeking to get sup- 
port at the retail counter, dealer 
publications will have a_ great 
chance to capitalize their follow- 
ing among retail salespeople, as 
well as among buyers of mer- 
chandise, 

The institutional publications, 
serving such fields as hotels, hos- 
pitals, schools, restaurants, clubs, 
etc., look for a heavy expansion 
of volume because of plans al- 
ready announced for great addi- 
tions to the capital investment of 
these fields. For example, the F. 
W. Dodge Corporation, national 
building authority, has reported 
that the two fields which already 
have the largest volume of post- 
war construction on the architects’ 
boards are schools and hospitals, 
and that means increasing activity 
in the building materials classi- 
fication for media reaching execu- 
tives in these fields. 


Institutional Field to Boom 


National food advertisers, such 
as General Foods, have shown in- 


creased interest in surveying the 
consumption volume and brand 
preferences of various sections of 
the institutional market, and G-F 
has recently been working with 
the National Restaurant Associa- 
tion to get additional market facts 
about this field. So it is expected 
that some of the vast amount of 
general consumer food advertis- 
ing will find its way into the 
pages of the institutional media, 
which have never felt that their 
market has had the recognition 
from these advertisers which its 
statistical importance justifies. 
As in other divisions of publish- 
ing, many new media may be ex- 
pected to emerge as soon as paper 
restrictions are lifted and produc- 
tion bottlenecks in the plants of 
printers, engravers and binders 
are opened up through the addi- 
tion of new equipment and man- 
power. Many new business papers 
always spring up in a period of 
business activity, and if the level 
of business volume reaches even 
the minimum figure predicted by 
economists, business publications 
are expected to show the highest 


birth rate in history. 
Circulations will be larger, by 
the same token, as such a situa- 


than making up for the losses in 
number of enterprises due to war 
casualties. CED and many gov- 
ernment agencies interested in 
small business have set the stage 
for returning servicemen and 
others to get in business for them- 
selves, and this means a lot of 


35 


new and avid readers of trade 


| literature, 


In addition, there has been a 


tion will mean many more busi-| strong tendency in recent years 
ness units than ever before, more 


for business papers, especially in 
the industrial field, to strive for 
deeper penetration of business or- 
ganizations, and further extension 
of this principle will of course 
mean more intensive distribution 
and larger circulations. While 
selectivity in circulation will con- 
tinue to be the hallmark of busi- 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in — 


“‘CONCENTRATED” 
NEGRO MARKETS 


SELECT CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 
Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


SYMBOL OF 
EXPERIENCE 


AND 


SERVICE 


The INTERNATIONAL HARVESTER COMPANY, with 


an eye to the postwar future, is keeping its com- 


pany name and trade-mark alive in the minds of 


the consuming public. Two 1945 calendars — by 


FORBES — are helping maintain this trade-mark 


recognition. We can help YOU in planning adver- 


Dealer calendar keeps the INTER- 
NATIONAL trade-mark alive in 
users’ minds every day in the year. 


NEW YORK CLEVELAND 


tising and display material to bring you success 


in the inevitable postwar battle for business. 


Pictorial calendar, issued by the 
Central Safety Committee, stress- 
es SAFETY in industry and homes. 
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ness publishing, broader coverage 
and deeper penetration of their 
fields will give trade and indus- 
trial publications a bigger and 
better story for advertisers. 

Immediate increases in circula- 
tion are expected, as paper re- 
strictions are removed, since many 
business papers have large wait- 
ing lists of subscribers. One lead- 
ing industrial publishing house is 
reported to have 50,000 subscrip- 
tions awaiting fulfillment. 


Much Data on Products 


Product information books, 
which have increased rapidly in 
pumber since the idea was pio- 
neered by F. Morse Smith for the 
Thomas Publishing Company 


twelve years ago, will continue 
to grow, it is predicted, as the 
postwar era is made to order for 
media whose sole job is to tell 
buyers about new and improved 
products. The pattern of Indus- 
trial Equipment News has been 
adapted by media serving many 
specific industrial fields, and 
others will follow it in the future. 

Business catalogs, which have 
likewise shown great expansion 
in recent years, may be one of the 
most spectacular claimants of pro- 
motion dollars, as here again the 
need for product information will 
be well served through files such 
as those made famous by Sweet’s. 
Several of the largest business 
publishing houses are now laying 


plans for broadening their opera- 
tions in the catalog field, and a 
number of new and important 
services will be announced in the 
near future. 


More Research Likely 


Back of all the activity now 
going on in the business publish- 
ing field is a greater awareness of 
the importance of research and a 
greater disposition to spend money 
for fact finding about readership 
of both text and advertising pages. 
The Associated Business Papers, 
which has led the way in showing 
publishers how to make adver- 
tising work better by finding out 
what readers think about it, and 


how it can be related more closely 


THIS IS PANTAGRAPH LAND 


to their every-day problems, is 
now discussing a continuing ad- 
vertising readership project with 
the Advertising Research Founda- 
tion, the Association of National 
Advertisers, the National Indus- 
trial Advertisers Association and 
the Four A’s, and something defi- 
nite is expected to emerge within 
the next few months. In addition, 
more individual research projects 
have been undertaken by business 
publishers recently than ever be- 
fore, and consequently a new and 
important body of knowledge re- 
garding how business papers are 
read and used will be made avail- 
able to advertisers. 

Because there are more adver- 
tisers using the business press 
than any other medium, and be- 
cause it is the ideal spot for 
a small business to get a start 
in aggressive marketing, business 
publications seem to fit extremely 
well into an era in which great 
efforts will be made to encourage 
small business and to give enter- 
prise a chance to start modestly 
and grow. While big business is 
a tremendous user of business 
paper advertising, the field is one 
which is always open to the new 
business just emerging from the 
cocoon. Thus’ business papers 
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Represents Haire 


Roy Holinhan, for the pas: 
and one-half years adve1 
manager of the Stransteel div isio, 
of Great Lakes Steel Corporatio, 
Detroit, is resigning Aug. 1 ty 
come Detroit representativ: 
Haire Publications. Haire is 
ing a Detroit office at 6432 
Ave. on that date. 
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Kingston Appoints and ths 
Foto Hinge, originated by K ing, Hiver( isin 
ton Sales Company, has appointMinues 
ed Redfield-Johnstone, Inc., New. ng In 
York, to handle its adver isin - 
and publicity. A national cam, 
paign is scheduled for consume 4 
and photographic trade publica Comm 
tions. of FCé 
‘iecniieaiiciaaaiiaiaainae highly 
Babb to Cheplin 2 
Russell Babb, formerly wit ad 


Medical Economics, has been ap 
pointed advertising manager 9 
Cheplin Laboratories, Syracuse 


accomn 
eral Fo 


N. Y. The organization, a subsidif™ The | 
ary of Bristol-Myers Company, ig@jtum is 
planning to move its executiy@lfadverti 


offices to New York. around 
Genera 
The P 
named 
pany it 
Compal 
name | 


To Lennen & Mitchell 


Marjorie Paul, formerly cop 
supervisor with Pedlar & Rya 
New York, has joined the cop 
department of Lennen & Mitche 
New York. 


should play a big role in the ex- July, 1$ 
f=) pansion of postwar industry and Rubica! 
in helping to create all of those ———— been Vv 
Daily Pantagraph’s readers are city, sub- and 89% have electric washing machines. new jobs which Washington and , oer . years. 
urban, and farm families—yet, they’re a Farm dollars and city dollars buy similar business leaders are talking about. Han 
“3 of a kind’* market. Their homes—their merchandise—similar homes in Pantagraph 
wants and buying habits—their responses to Land where farming is a $60,000,000 busi- 2 e With 
Pantagraph advertising are almost identical. ness and industrial production annually Davis to McGraw-Hill Belding 
For example, 80% of the electrically wired reaches $40,000,000. Reach this perrmmanently P og ‘ s 
homes in Bloomington-Normal have electric better-than-average, “3 of a kind’ market =: geciyi lyn ~ ee ussee od ” 
refrigerators, 65% have electric washing through The Daily Pantagraph which has as 1 S 7 odune pin 
machines. In Pantagraph Land’s rural elec- 84% coverage of McLean County, and 71% Sweet’s Catalog Service, New Complete Coverage Foods 
trified homes 79% have electric refrigerators, coverage of the Primary Trading Zone. York, to become sales manager of of one of the CBS fo: 
the catalog and directory division Letucin 
of McGraw-Hill Publishing Com- greatest 8:30 
’ pany, New York. The division in- ; P - 
e 1 anta a cludes Electrical Buyers’ Ref- post-war industries Kate S: 
erence, Food Industries catalogs ee n CBS 
. ’ and directory, the Mining cata- a minterest 
BLOOMINGTON. ILLINOIS Represented Nationally by logs, and Textile World yearbook ee eet Ge 
’ Gilman, Nicoll & Ruthman : St.. New \ 
and catalogs. €2 Wall St., New ig y 
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She Molecular Distillation Process 


But— 


able”’ 


-= = WHAT CAN IT DO 


At the moment, for advertising men, practically nothing. 


The molecular distillation process can distill chemicals of 
high molecular weight, including many so-called “undistill- 
substances. 

It may be able to salvage useful materials out of what 
is currently total waste. 

It is a new tool for chemical engineers —not only a 
useful technique in the laboratory but a commercially 
developed process. 

If you see, as we do, some interesting possibilities for 
unique products from the use of this new process, write for 
additional information. 


Distillation Products, Inc. 


755 Ridge Road West, Rochester 13, New York 
Pioneering High Vacuum Research 
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Bo-F Racones Three 
“BAgency Setup as 
‘ocFC&B Gets Postum 


(Continued from Page 1) 


and that agency retains Sanka ad- 
yertising. Benton & Bowles con- 
tinues to handle Maxwell House 


r Kings 
ippoint 


C., Newland Instant Maxwell coffee. 
rer isin 

al cam, Praises Agencies 
yNsume 


Commenting on the appointment 
of FC&B, Mr. Mortimer praised 
highly the work both Y&R and 
B&B have done for the company, 
stressing the point that an addi- 
tional agency had to be named to 
accommodate the growth of Gen- 
eral Foods. 

The switch in agencies for Pos- 
tum is of special interest to the 
advertising field because it was 
around the Postum Company that 
General Foods was originally built. 
The Postum Company was re- 
named the Postum Cereal Com- 
pany in 1922, changed to Postum 
Company, Inc., in 1927, with the 
name General Foods adopted in 
July, 1929. It was one of Young & 
Rubicam’s first accounts, and has 
been with the agency some 20 
years. 


Handles Kate Smith Show 


With the change, Foote, Cone & 
Belding, after the first of the year, 
will handle the Kate Smith eve- 
ming program, which General 

Foods is resuming this fall on 
CBS for Postum, at the same time 
reducing the show from one hour 
0 8:30-8:55 p.m., EWT, Fridays. 
Kate Smith’s noonday series, also 
n CBS, is currently heard in the 
menterests of Certo through Y&R, 
but General Foods has not yet de- 
ided what product she will pro- 
mote this fall. 

Summer radio promotion for 
Postum has been “The Aldrich 
Family” on CBS Fridays at 8 p.m. 
EWT. The product is also pro- 
moted in magazines and farm pub- 
lications. Estimates place the Pos- 
um account as totaling slightly 
ore than $1,000,000. 
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eel ap 
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allahan Rejoins WLW 
Walter A. Callahan, since No- 
ember, 1942, general manager of 
tation WSAI, Cincinnati, and 
ince September, 1944, manager 
under the Marshall Field inter- 
sts, will return Sept. 1 as an ad- 
Ministrative assistant to James 
D. Shouse, vice-president in 
harge of broadcasting, Crosley 
orporation, and Robert Dunville, 
general manager of WLW, Cros- 
ey’s Cincinnati station. Mr. Cal- 
aman joined Crosley’s broadcast- 
Ing division in 1938, and served 
In various capacities, including 
sales and service at the WLW 
Home office and later as manager 
f WLW’s Chicago office prior to 
~4 appointment as manager of 
WSAT, 


onde Nast Ups Shoop 


Arnold C. Shoop, with the Chi- 
office of Conde Nast Publica- 
tons for 19 years, and previously 
Manager of the Conde Nast office 
n Detroit, has been appointed 
cvertising manager of House & 
mrcen, 


Ld 2 


hep 


lants in TORONTO - MONTREAL - WINNIPEG 


Champion to Expand 
Champion Paper & Fibre Com- 
pany, Hamilton, O., has announced 
plans for a $7,000,000 postwar ex- 
pansion program, including im- 
provements at the company’s 
Canton, N. C., and Houston plants. 


Treadwell Rejoins Hudson 


C. W. Treadwell, with Hudson 
Motor Car Company, Detroit, since 
1935, and engaged in war work 
in New York for three years, has 
rejoined the company’s advertis- 
ing and merchandising staff. 


Harvester Names 
McCann for First 
Network Program 


(Continued from Page 1) 
more than $1,000,000 in national 
advertising last year in three other 
major media, with almost $450,000 
going to magazines, more than 
$440,000 to farm publications and 
approximately $145,000 to news- 
papers. With production of trucks, 


tractors and farm machines in- 
creasing, Harvester is stepping up 
its consumer schedules and also 
contemplates a greatly enlarged 
campaign in trade _ publications 
(AA, May 7). 

International Harvester has used 
spot radio during the past year, 
employing 175 stations at the peak 
of its radio effort. 

The company had dropped radio 
temporarily, however, while con- 
tinuing to study the possibilities 
of this medium. 


‘Newsday’ Appoints 
Newsday, Nassau and Suffolk, 
L. I., has appointed Kelly-Smith 
Company, New York, as national 
advertising representative. 


ADVERTISING DIRECTOR 
Exceptional opportunity for man capable 
of selling and directing sales of adver- 
tising space in leading trade publication. 
Agency contacts and knowledge of agri- 
cultural, automotive equipment and re- 
lated fields desirable but not imperative. 
Salary and liberal bonus. Give experience 
and detailed qualifications. Address Box 
6192, ADVERTISING AGE, 100 E. Ohio 
Street, Chicago II, Illinois. 


“Sometimes I wish they'd listen 
to something besides WJ AR.” 


| 
| 
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“Sometimes I wish they'd listen 
to something besides WRDO.” 
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“Sometimes | wish they'd listen 
to something besides WCSH.” 


“Sometimes I wish they'd listen 
to something besides WTIC,” 


“Sometimes I wish they‘d listen 
to something besides WLBZ.” 


“Sometimes I wish they‘d listen 
to something besides WBZ." 


“Sometimes I wish they'd listen to something besides NERN.” | 


Ample stocks alone are not enough to compete with the peak™ 
program and power impcct of NERN. But adequate mention on ' 
NERN will move goods into 96.6% of all New England homes, 
owned by folks with nearly a third more purchasing power than 
the national average. 

For NERN reaches those people with more than three times the 
power of any other combination. And NERN stations, all of which 
are NBC affiliates, carry the network shows most people listen to 
most, plus skilfully executed local programs. 

Listening ease is reflected in advertiser convenience, for on 
NERN you pay only $292 per daytime quarter-hour, with no line 
charges and with free studio facilities in Boston, Hartford or New 
York. When you buy NERN, you buy a network. 


NERN STATIONS 


Frequency Watts 


WBZ_ 1030 
WCSH 970 
WJAR 920 
WLBZ 620 
WRDO 1400 
WTIC 1080 


Nationally represented by 
WEED & COMPANY 


Boston, Mass. 
Portland, Maine 
Providence, R. I. 
Bangor, Maine 
Augusta, Maine 
Hartford, Conn. 


New York, Boston, Chicago, Detroit, 


San Francisco, Hollywood 
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FCC Okays WLW 
Transfer-But 
Will Ask New Law 


(Continued from Page 1) 


regation of WLW and other Cros- 
ley broadcast properties in a 
separate broadcast division to be 
dominated by Cincinnati residents. 

With only two weeks remaining 
of the option time for completion 
of the stock transfer, Avco at- 
torneys summed up the dramatic 
debate over control of the station 
by “absentee owners” and firms 
primarily concerned with manu- 
facturing and finance, with the 
observation that “it would be a 
dangerous precedent” to disqualify 
a would-be owner merely on the 
grounds that he is a manufac- 


turer. 
H. B. Coursen, attorney for 
Avco, mentioned the “genius, 


imagination and ability of high 
order” demonstrated by Avco in 
support of the war effort, as evi- 
dence that the proposed purchaser 
could be expected to operate in 
the public interest. In contending 
that blanket disqualification of 
manufacturers would raise diffi- 
cult issues, he pointed out it would 
involve denial of license renewals 
to General Electric, Westinghouse 
and RCA. 

Mr. Coursen further argued that 
FCC has no statutory right to 
question the price paid for WLW, 
once it is established that the pur- 
chaser is financially capable of 
operating the station without im- 
pairment, and that no other statu- 
tory provisions, such as trafficking 
in licenses, are involved. 


Would Segregate Earnings 


In concluding his argument, 
however, Mr. Coursen revealed 
that Avco is prepared to set up 
a special broadcasting division 
within the Crosley Corporation, 
and to establish independent man- 
agement and accounting for the 
broadcast facilities in order to 


RETAIL 
FACTS 


The Houston Post 
uses this regional 
food retail publication 
to reach thousands of 
food merchants for its 
advertisers in the rich 
Houston area. 


This Is One 


HOUSTON POST 
CAMPAIGNS CLICK 


This Grocery Trade Publication 
Can Help 


Your Houston Food Representative 


FIND OUT HOW 


of the Many 
Valuable Merchandising Services 
Offered by 


THE HOUSTON POST 


Houston’s Leader in Retail Grocery Linage 


For full details write Merchandising 


Department, Houston Post 


BURKE-KUIPERS & MAHONEY, INC. 


OKLAHOMA CITY 
DALLAS — ATLANTA 


segregate these holdings and their 
earnings from the manufacturing 
interests. 
On the “absentee ownership 
problem,’ Mr. Coursen said that 
under his first proposal, WLW 
would be controlled by a nine- 
man board of directors, which 
would have five residents of Cin- 
cinnati, including the station man- 
agement, if a special corporation 
were organized for the broadcast 
properties. All but two directors 
—Irving Babcock, proposed presi- 
dent of Crosley Corporation, and 
Victor Emanuel, Avco chairman 
—would be Cincinnati residents. 


Might Cause Hardship 


Duke Patrick, representing Mr. 
Crosley, argued that it would be 
equally onerous to prevent a man 
from selling a business as it would 
be to prevent him from starting 
one. Pointing out that Crosley 
interests are personally held, he 
warned denial of the sale might 
mean. considerable hardship if 
Crosley holdings had to be liqui- 
dated in the event of Mr. Crosley’s 
death. 

Mr. Patrick argued that public 
service cannot be accomplished 
by barring competent people or 
forcing them out of radio. In the 
past, the broadcast industry has 
been financed from outside, and 
it will have to be in the future, 
he said. 

Both Mr. Patrick and Mr. Cour- 
sen argued that the FCC had 
no statutory power to deny a 
transfer merely on the grounds 
that the price is too high. 


ANPA Adds ‘Eagle’ 
American Newspaper Publishers 

Association has added the Eagle, 

Dothan, Ala., to membership. 


Mougey Heads Airtemp 
Division Advertising 

Charles R. Mougey, assistant 
advertising manager of Airtemp 
division, Chrysler Corporation, 
Dayton, since 
October, 19 44, 
has been pro- 
moted to ad- 
vertising man- 
ager. 

Before join- 
ing Airtemp he 
served 10 years 
with the Ohio 
Fuel Gas Com- 
pany as’° assis- 
tant advertising 
director. Hig 
prior expe- 
rience also includes advertising 
agency work, house organ editing 
and as a manufacturer’s represen- 
tative. He is a former director of 
the Columbus Advertising Club 
and a member of its war adver- 
tising council. 


C. R. Mougey 


Agency Elects Director 


Reginald T. Townsend, vice- 
president and account executive 
of Lennen & Mitchell, New York, 
has been elected a director. He 
succeeds Arthur L. Lynn, who has 
resigned from the board and is 
on an extended leave in Cali- 
fornia. 


NWDA Cancels Fall Meet 


A skeleton meeting of officers 
of the National Wholesale Drug- 
gists’ Association, replacing the 
annual membership meeting, will 
be held Sept. 27 in New York. 


Federal Adds Account 


De Mornay-Budd, Inc., New 
York manufacturer of electronic 
and photographic equipment, has 
appointed Federal Advertising 
Agency, New York, to handle its 
account. 
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| an 
| “Country Gent’ Covers 

Here are the correct ratings o, 
the nine Country Gentleman 
ers reproduced on Page 40. 
close did you guess? 


or ’ 
© % o, 


“OV. 


Hoy 


Rank* Men Women te 
ae Sra ee 32 8 2 
2. Sheep flock ..19 24 2] 
3. Hunters ....16 9 12 
4. Log sled ...10 13 1] 
Si. Weeeer ..cs. 8 17 13 
6. Checker 
players .. 4 13 9 
i re 4 10 7 
8. Harvest .... 4 2 3 
9. Indian boy.. 3 4 4 
*Country Gentleman rankex the 


covers according 
men; 


to their placing py 
you can rank them by wome,, 


or total, if it will help your scor 
The survey covered 471 men, 4g; 
women. 


—— 


Record McKelvy Budget 


Alfred D. McKelvy Company ] 
maker of Seaforth toiletries {; 


eviden 


men, will spend the largest adver.jm Noti 
tising budget in its history during™mthat t 
the next 12 months, with a totalfmake 
of $350,000 to be used in promot.fmissio 
ing Seaforth products in magaMrture 
zines, newspapers and radio. Inf™,oq a 
cluded are full-page color adver. ont 

tisements in leading magazines. fling 
. . In I 
New Yorker’ Shifts Two Bierce 


to the 
of the 
but tk 
embra 
tions © 


John S. Maguire, formerly Ney 
York state representative of The 
New Yorker, has been appointed 
director of market research. Mis 
Dorothy Berry, formerly director 
of research and promotion, ha 
been named director of public 
relations and promotion. 


ws Whe 

Names Ralph Harris ty 
E. A. Lundy, Inc., New York, Patten 
railroad and air conditioning ©? 


sion, a 
lation 
ceedin 
in su 


equipment engineering organiza- 
tion, has appointed the Ralph 
Harris agency, New York. 


NEW YORK — CHICAGO | 
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Your Sales Map for cs 
Wichita’sStockyards hat hi 
— 1944 Sales of a 7 

$60,000,000. ation 
the ab: 
oncea 

law,” 

‘It’s safe to Gamble on this Stock market 

D 

With better than $60,000,000 in cattle sales a year (more than half of Mr 
it to Wichita’s 6 big packing houses) Wichita’s livestock market is a was ft 
sure bet for the future of Kansas’ Richest Market. Wichita is not ommi 
ashamed of being one of the largest “cowtowns” in the United States Me he 
because year-in and year-out those cattle sales mean solid buying adby 
power for the 250,000 people who live in that solid KFH section. ~~ ' ; 
The price and quantity of beef is big news every day in the Wichita In { 
area and an important part of the up-to-the-minute livestock and farm latter, 
reports on KFH. So, it’s a good steer to reach Kansas’ Richest Market — 
through that selling station, KFH. ate : 
Mr, K 
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Irregularity in 
Old Gold Case 
Denied by FTC 


% Washington, Aug. 2.—FTC chief 
> counsel William T. Kelley, in a 
: letter to Four A’s attorney George 


12 Mins, denies that there was any- 
‘| Bthing irregular in the action of 
i. the commission in setting aside a 
9 BB stipulation to reopen its complaint 
7 against P. Lorillard Company ad- 
: vertising for Old Gold cigarets. 
rhe Lorillard case boiled over 
sed them late in June when Lorillard at- 
icing byl torney Freeman J. Daniels walked 
Ay “ei out of a hearing in Jersey City 
435 


h a charge that the commission 
breaking faith in reopening 
case in the absence of new 


wit 
was 
— the 


Aget evidence or new developments. 
yMpany Link Asks Explanation 
ries for 


Noting Mr. Daniels’ prediction 
that the action “will undoubtedly 
make it very difficult for the com- 
mission to dispose of cases in the 
future by stipulation,” Mr. Link 
had asked the commission for a 
statement of its policies in han- 
dling the agreement.. 

In his answer, Mr. Kelley said 


I'wo @inere was no issue or question as 
rly Newggto the adequacy or truthfulness 
of Thiof the facts that were stipulated, 
ppointed™but that the agreement “did not 
*h. Misfembrace all the material allega- 
age tions of the complaint.” 


fF public Proceedings Reopened 

When the respondent refused to 
supplement the _ stipulation to 
cover the additional facts, Mr. 
Kelley continued, “the commis- 
sion, after a hearing, set the stipu- 
lation aside and reopened the pro- 
ceeding for the taking of evidence 
in support of and opposition to 
all the allegations of the com- 
plaint.” 

“It seems to me that under the 
circumstances, it was more favor- 
able to the respondent for the 
commission to set aside the stipu- 
ation and reopen as to all charges 
than to let the stipulation stand 
and reopen only as to those 
harges not covered by the stipu- 
lated facts,” Mr. Kelley said. 


‘Reader’s Digest’ Quote 


Point at issue when the case 
was reopened, Mr. Daniels said, 
was use in Lorillard ads of a quo- 
ation from a Reader’s Digest 
inding that Old Golds had lower 
nicotine content than other cig- 
arets. 

Mr. Daniels took the position 
hat having accepted a stipulation 
in the case, the commission has 
no authority to rescind that stipu- 
ation and reopen the “record in 
the absence of a showing of fraud, 
oncealment, 
law.” 


‘No Change Whatsoever’ 


Mr. Kelley told Mr. Link “there 
no change whatsoever” in 
ommission policy with respect to 
he handling of stipulations, for 
the procedure is “expressly gov- 
med by the provisions of Section 
of the FTC act.” 

the P. Lorillard Company 
ter, the commission, after full 


Was 


lc interest required that the un- 
‘mined issues be disposed of, 
Kelley declared. “Had re- 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

or something to wear, or just 
about anything. Here’s a market 
th: really responds to the “invita- 
hen to buy.” For the Negro looks 
to his race press with confidence 
a. loyalty. Your advertising in 
these papers can win the response 
in regular patronage of this 7 bil- 
‘0° dellar market. Get the facts on 
80: \e of the success stories built by 
ad ertising in this live field. Drop 
® 1 tter or post card today to 
~ rstate United Newspapers, Inc. 


change of fact or | 


=PARDON US 


FIFTH AVENUE, NEW YORK | 


| 


aring, considered that the pub- | 


spondent agreed to place on rec- | JOSEPH L. FEARING 


ord the facts with respect to issues 
under the complaint not embraced 
in the stipulation, it would not 
have been necessary to set the 
stipulation aside and the matter 
could have been decided, one way 
or another, by the commission on 
a record embracing facts regard- 
ing all of the allegations of the 
complaint,” he said. 

Routine commission hearings 
taking testimony on the Lorillard 
case have been under way at 
Jersey City throughout the past 
month. 


Emerson Radio Appoints | 


Edgar N. Greenbaum Jr. has 
been appointed manager of the 
Chicago office of Emerson Radio 
& Phonograph Corporation. 


New York, July 31.—Funeral 
services for Joseph Lea Fearing, 
vice-president of International 
Paper Company, who died July 28, 
were held here today. Mr. Fear- 
ing, a former resident of Highland 
Park, Ill., had been western sales 
manager of the company. 


A. J. O’FLAHERTY 

Garden City, L. I., July 31.— 
Andrew J. O’Flaherty, 48, news- 
paper advertising salesman with 
Sawyer - Ferguson - Walker Com- 
pany, New York, since 1933, died 
July 27 at his home here. Mr. 
O’Flaherty entered the advertis- 
ing business with Batten, Barton, 
Durstine & Osborn, joined the 
Wallerstein Company in 1927, and 


59 


five years later became associated | help release hoarded money. 
with the advertising department | 


of the New York Mirror. |ROBERT L. JUN 


Cincinnati, July 31.—Robert L. 

IRVIN KEELER |Jung, 47, president, George H. 

San Francisco, July 31.—Irvin | Jung Company, maker of adver- 

Keeler, 51, publisher of Pacific | tising specialties, died here July 
Hotel & Restaurant Review, died | 24. 

following a heart attack near his | 


ranch south of San Mateo, Pe ee ee ee ee ee sg 

July 23. : 

= s _ ; Cover Catholic ! 

H. WILLIAM POLLACK ! Schools, Churches, 
Buffalo, N. Y., July 31.—H. Wil- ; ; 

liam Pollack, 67, head of H. w.|! and Institutions | 

Pollack Poster Print and a pio- i i 

neer in the poster advertising i i 

business, died July 27. During the H : 

depression he devised the Pollack t 

Plan, by which merchants coop- 

erated in city-wide sales drives to 135 W. WELLS ST., MILWAUKEE 3, WIS. 


IT’S THE STATION 


THAT MADE ME 
A HOME OWNER 


When it seemed to us 
that Uncle Sam’s 

G. |. home loan idea 
needed to be put 

into one syllable words, 
we planned carefully 


a series of programs 


conducted by loan experts, 


coached by radio experts. 


It is this sort 


of helpful service 


that has made fast friends 


for the Friendly Station, 


and belief in the things 


we say and sell. 


CLEeVELAWN O’S 


WORK 


O'S XXV 


ANNIVERSARY 


THE FRIENDLY STATION 
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Advertiser Support 
of 7th War Loan 
Hits $42,635,000 


Washington, Aug. 2.—Treasury 
adding machines racked up a fig- 
ure of $42,635,459.25 for adver- 
tiser, agency and media support 
in the recent 7th War Loan, an 
increase of more than $17,000,000 
over the best previous perform- 
ance, War Finance Chief Ted R. 
Gamble and Director of Adver- 
tising Thomas H. Lane reported 
today. 


While the drive period was 
slightly longer than the 6th and 


earlier war bond campaigns, 
Treasury emphasized that the 
gains in newspapers, radio and 


periodicals indicated more con- 
centrated support than ever be- 
fore. Mr. Gamble noted that the 
success of war bond selling rested 
on the “volunteer army” of over 


ec 


6,000,000 salesmen, but he added 
that without “the unprecedented 
avalanche of promotional support, 
the great volunteer war bond sales 
force would have been an army 
without equipment and without 
backing.” 


‘Increased Their Efforts’ 


Already busy mapping the 8th 
War Loan, tentatively set for this 
fall, Mr. Lane expressed particu- 
lar pleasure that advertisers did 
not let up following V-E Day “but 
actually increased their efforts.” 
He took it as a sign that “the 
greatest means of mass communi- 
cations will be in there pitching 
not only in the 8th War Loan, but 
as long as there is an American 
in a fox-hole anywhere in the 
world.” 

Here’s 
piled up: 

For newspapers, a grand total 
of $12,019,199.72, consisting of 
$7,426,934.72 of daily and Sunday 
newspaper display; $303,535 daily 
newspaper classified; $3,125,386 
weekly newspaper, and $1,163,344 


how the _ advertising 


“controlled circulation” papers. 


Advertising Checking Bureau 
reported 110,230 daily and Sun- 
day ads, totalling 75,238,520 lines 
and valued at $7,194,686.72. In 
addition, Treasury counted 262,724 
spots and plugs in regular ads, 
and 2,233,154 lines in ads of 100 
lines or less. 

Previous top newspaper contri- 
bution had been $6,656,000 in the 
5th War Loan. Weeklies had con- 
tributed a high of $2,658,000 in 
the 6th War Loan. 


Radio at New Peak 


Radio’s achievement, already 
announced by NAB, was by far 
the most sensational, recording a 
contribution by advertisers, net- 
works, stations and agencies of 
$23,513,742 in time and talent, an 
increase of 109% over the $11,- 
250,000 of the 6th War Loan. 

NAB set the value of war bond 
programs originating from local 
stations at $16,743,572 in the 7th 
War Loan, while programs orig- 
inating on the networks and net- 
work spots were valued at $6,- 
770,570. Altogether, 765,745 broad- 
casts were involved, but no talent 
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Rervecr ING the Farm South's New Vitality 


, the farm south there is 


Activity . . 
happening which mean more 
more building, more of most 


that signifies progress. There are statistics 


galore to prove it. 


Every issue of Southern Agriculturist re- 


flects the new vitality in the 
farm market. 


The pages of this fine old farm magazine 
are alive with helpful articles and pictures. 
with solid suggestions of what to do, how 
to do it, why it should be done. 


In today’s sales plans the Southern 
farm market is important. Southern 
Agriculturist — a power for over 75 years 
— is an excellent means of influencing this 


vital area. 


Read by more 
thas 900,000 
southern farm i 


NASHVILLE 


. with a capital A. Things are 


business, 
everything 
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costs for local station programs 
were included in the figure, NAB 
said. 

In the periodical field, the ad- 
vertising figure was $3,751,495 for 
the 7th, as against $2,885,153 in 
the 6th, an increase of 30.2%. In 
addition, periodicals donated $1,- 
085,398 in advertising for the ad- 
vance payroll savings drive in 
April, Treasury reported. 


Magazines Show Gain 


General magazines were cred- 
ited with a $2,143,145 contribution 
to the 7th War Loan, a consider- 
able increase over the $1,661,000 
figure for the 6th. Business pub- 
lications went well over the mil- 
lion mark for the first time, 
recording $1,159,659 against a 
previous high of $835,000 in the 
6th. Farm magazines hit $448,691 
from the previous high of $387,- 
450. 

In all, 2,026 periodicals, includ- 
ing 1,600 business publications, 
119 farm papers and 307 general 
magazines, carried 7th War Loan 
ads, an increase of 456. 


Outdoor Declines Slightly 


Outdoor was off slightly to $3,- 
351,022.53 from the 6th War Loan 
$3,419,573, Treasury said, but the 
industry and its advertisers had 
contributed an additional $469,188 
to the April pre-drive period, it 
was pointed out. 

Trains, buses, trolleys and other 
public transportation displayed 
159,000 units of 7th War Loan car 
cards, valued at $205,000; weekly 
newspapers provided 29,058,300 
lines of editorial space, a 41.8% in- 
crease over the 6th; and more 
than 2,000 magazines and 60 daily 
newspapers carried front page 
messages from military leaders. 


N. Y. INDUSTRY GROUP 
TOPS QUOTA BY 148% 

New York, July 31.—In achiev- 
ing $2,267,352,219 or 148% of its 


Adv g Age, Augu . 


’ 


$1,395,000,000 7th War Loan Nan. 
hattan quota, the commerce 
industry division of the War fj. 
nance Committee of New Vor, 
State outsold the combined totals 
of 27 other states, Seton Po ter 
chairman, and president of Na. 
tional Distillers Products Corpo. 
ration, reported this week. 

In a final tally on the 7th Wa; 
Loan drive by the War Fir 
Committee for New York, Fred. 
erick W. Gehle, state chairman. 
revealed that war bond sales ‘ur. 
ing the campaign which endeg 
July 7 reached $7,226,200.000. 
more than three and a quarter 
billions above the drive quota 
originally set for the state. 


Metals Society Names 
Ford as Ad Manager 


A. P. Ford, western representa- 
tive of the American Society for 
Metals, Cleveland, has been pro. 
moted to advertising manager of 
the group’s publications, including 
Metal Progress, Metals Review 
Buyers’ Guide & Data Book and 
the Metals Handbook. He wil 
make his headquarters in Cleve. 
land. 


State Commission Names 


The Massachusetts Industria] 
and Development Commission ha; 
appointed John C. Dowd, Inc, 
Boston, to handle industrial pro. 
motion, and effective Sept. | 
recreational promotion, in metro- 
politan newspapers, national mag- 
azines and business papers. Copy 
will stress the “new energy and 
foresight” with which the state 
is tackling its postwar problems 


Becomes Newman, Lynde 

Associated Advertising Agency, 
Jacksonville, Fla., has changed its 
company name to Newman, Lynde 
& Associates. Officers are M.T 
Newman, president; Hunter 
Lynde, executive vice-president 
and Mrs. Bertha Hoskinson, sec- 
retary. 
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* Effective Buying Income Per 
Family in Lawrence (Sales Man- 
agement Survey of Buying 
Power, May 1945) 


Total Buying Power 
$89,734,000 
ABC City Zone Population 
124,849 


The buying power of the Lawrence 
housewife has reached new heigh's. 
Simultaneously her interest has 
quickened in new products, mod- 
ern services. The Eagle-Tribune 
(read in 95 out of 100 Lawrence 


homes) is her guide to modern buying. Hundreds of nations! 


advertisers have already cultivated sales thru the Eagle-Tribi"e 
—knowing full well the “Capital of the Worsted Textile Indus ry 


in America" offers no reconversion problem, no let-down '" 


buying power. 


te EAGLE-TRIBUN 


~ LAWRENCE, MASSACHUSETTS 


WAROD-GRIFFITH CO. - NATIONAL REPRESENTATIVES 
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Man. : and books that have already led to 
e and Post Office Issues legislation in the House. No speci- 
ar Fj. fic conclusions, other than esti- 
York Text of Report mates of losses involved, are given 
totals for second and third class. 
>o-ter, ON Postal Costs In his report, Mr. Heiss explains 
f Na. washington, Aug. 1.—Although | how the Post Office cost ascertain- 
“Po: Hl .. full text of the controversial | ment plan had been expanded dur- 
1 War I Heiss “cost ascertainment report,” | 1ng the past few years to include 
iy bis source of Post Office Department |@ larger number of post offices in 
- a. demands for higher postage the measured sample.” He pro- 
i es charges, was released by the Gov-| Vides detailed explanations of the 
Slur. fgermment Printing Office today, it;}methods used in apportioning 
ended fi 2? vided no additional light on| revenue and costs among the mail 
00.009 jm probable proposals for higher sec- | S¢rvices, ; , 
ty ter ff ond and third class rates. Cost ascertainment studies are 
quota The 124-page report, available| conducted at 244 first and second 
for 20 cents from the Superintend-| Class offices, compared with 173 
ent of Documents, is chiefly an ex-|in 1926, and 265 third and fourth 
planation of the cost ascertainment | Class offices, compared with 169. 
Ss system, and the methods by which| Both “revenues” and “expendi- 
Mr. Heiss concluded that first | tures” must be apportioned on the 
ssenta. class Was the only mail service|basis of “formulae” worked out 
sty fori paying its own way. from the statistical tests carried 
n Dfo- on in these sample offices, Mr. 
ger of Plan Is Expanded Heiss explained. 
cluding Included as an “exhibit” at the 
pe end of the document are the con- ne Speateany ees 
e will clusions on new fourth class rates} Among the reports furnished to 
Cleve-J™ for parcels, advertising catalogs|the cost ascertainment office are 
quarterly studies of revenue and 
pieces by class of mail; annual 
ames . studies of weight by classes; count 
lustria 100K IT JP in of agg class by Fug “ro 
ion has every four years; time reports 
i, Inc, the MARKET DATA BOOK! from first and second class offices 
al pro- *}/on the amount of time devoted 
; during a “statistical week” to 10 
INDUSTRIAL different classes of service; count 
INARKETING of pieces by service in third and 
fourth class offices; studies of city, 
rural and railway mail deliveries; 
floor space studies, and similar 
measurements. 

From these reports, Mr. Heiss 
explains, a formula for apportion- 
ing revenues and costs among the 

,» Lynde CONSUMER MARKETS EDITION mail services is determined, and 
Hunts cs the profit or loss of the services is 
Bo reer computed. 

ee BUSINESS PUBLICATIONS EDITION ak tie tintin ak tlk eadead cael 


~ 


od 


ascertainment system, Mr. Heiss 
concluded that in the year ending 
March 31, 1944, the department 
had a “profit” of $5,144,000 but 
that publishers’ second class mail 
revenue amounted to only $26,- 
851,000, compared with costs of 
$125,835,000; and third class reve- 
nue amounted to $60,422,000, costs, 
$86,807,000. Only profit items 
were first class, air mail, postal 
savings and transient second class. 

The House post office committee 
is considering second class rate 
hearings in the fall. 


Shaw Wine 


Imports Names 
W. M. Swertfager 


New York, Aug. 2.—The Munson 
G. Shaw Company, importer of 
wines and spirits, has appointed 
Walter M. Swertfager Com- 
pany to handle advertising and 
public relations on its entire line 
of products. Advertising, still in 
the preparatory stage, will be 
scheduled as soon as supplies be- 
come available. 


Adds More Accounts 


Munson G. Shaw, head of the 
organization, announced this week 
that his company has just been 
named sole agent in this country 
for Noilly Prat vermouth, Bisquit 
Dubouch cognacs, Government 
House rums, Coates Plymouth gin 
and Pommery champagnes. Other 
brands represented by Shaw in- 
clude Duff Gordon sherries, for 
which the company has been sole 
agent since 1881, Cockburn ports, 
Cossart Gordon madeiras, Bulloch 
Lade Scotches (Old Rarity and 
Gold Label) and Vintners sparkling 
wines. 


| 


| 
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‘News’ Buys WBYN 


With the purchase by the Eve- 


61 


Stormont to Keeling 


Lowell H. Stormont, eastern 


ning News Publishing Company, | contact representative on the Ford 


Newark, N. J., of WBYN, Brook- | Motor 
the Newark Evening News | dealer 


lyn, 
has terminated a cooperative pres- 
entation with WAAT, Newark, of 
five-minute news periods every 
hour on the hour. The newspaper 
has as yet established no schedule 
of newscasts over WBYN. 
WAAT is formulating plans for 
news coverage by its own staff. 


Company national and 
account for J. Walter 
Thompson Company, has resigned, 
effective Aug. 15. He will rejoin 
Keeling & Co., Indianapolis, as 
assistant to the president. He was 
associated with the agency for 
four years, and served in the 
Army air forces for three years 
before joining JWT. 


Mudge to Vendo Sales 

Steve Mudge, with the New 
York office of D’Arcy Advertising 
Company handling the Coca-Cola 
Spotlight Band radio program, 
has joined the Vendo Company, 
Kansas City, Mo., manufacturer 
of vending equipment for Coca- 
Cola in bottles. Mr. Mudge will 
head the sales force in the Vendo 
New York office. 


Haire Appoints Shaner 

Fred L. Shaner, formerly ad- 
vertising and _ sales promotion 
manager of the specialty division, 
electronics department, of General 
Electric Company, Bridgeport, 
Conn., has been appointed adver- 
tising representative for Haire 
merchandising publications for 
Connecticut and western Massa- 
chusetts. 


THIS RICH MARKET 


Remote from any large city—beyond the 
influence of metropolitan papers— 


~~ Sault Ste. Marie 
Marquette 


MICHIGAN'S UPPER PENINSULA 
. = iron Mountain 


Houghton 


ean be effectively covered only 


Escanaba ° ° 
through the strong combination 


ped : of the 
’ ne 


HOUGHTON MINING-GAZETTE 
IRON MOUNTAIN NEWS 
MARQUETTE MINING JOURNAL 
SAULT STE. MARIE NEWS 


EFFECTIVE COOPERATION GIVEN ADVERTISERS 


WRITE: 
35 E. Wacker Drive 441 Lexington Ave. 


CHICAGO SCHEERER & CO. NEW YORK 


Member American Association of Newspaper Representatives 


lation daily— 
no duplication— 
at only 28c per 
line. 


WBBM 


PRESENTS 


“Just the same —with your reputation for 
showmanship, we're taking no chances.” 


COLUMBIA OWNED | 
50,000 WATTS « 780 kc 


WBBM’s daytime ratings 
are no false alarm! 


It’s a flaming fact that Chicago’s daytime listeners 
prefer WBBM. They expressed their preference most 
definitely in the past 12 months by giving WBBM a 
15.1% lead over the next-best station. That wasn’t all! 
They spent 15.6% more time listening to WBBM than 
to the third and fourth stations combined”. .. Leader- 
ship like this is no accident. It stems from our extra- 
enthusiastic brand of WBBM showmanship. Listeners 
prefer the big way WBBM presents each program. 
Advertisers do, too! If you want to scorch some sales 
records in Chicago with the help of 
WBBM showmanship, call us or any 


office of Radio Sales. 


*C. E. Hooper, Monday-Friday, BA/ P.M. Station 


Listening Index, June 1944-45 


REPRESENTED BY RADIO SALES, THE 
SPOT BROADCASTING DIVISION OF CBS 
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What The Governor Of North Carolina Really Said..................... Chatham Mfg. Co. 26 


“ A ‘ The M. H. Hackett Co., Inc. 
It turns out to have been one of the nicest testimonials any company ever 


received, in which the Governor of South Carolina concurred. 


How Japan Is Being Bombed With The Truth........... International Tel. & Tel. Corp. 36 


Marschalk & Pratt Co. 
The facts of defeat, powered by 200 kilowatt transmitting ‘ 


tubes, are blasting every enemy ear. 


Down An Invisible Road In The Sky.................... Deleo Radio Div.—General Motors 50 


— Campbell-Ewald Company, Inc. 
To Tokyo and back on an electronic impulse— 


our fliers do it all the time. 


Meet The Advertising Manager Of The United States........... The Chase National Bank 51 


‘ , x r ‘ . Albert Frank-Guenther Law, Inc. 
He’s a G.I., doing the greatest national advertising job in history, 


on goods U. S. industry will one day deliver. 


How A Cup Of Coffee Won 105,482,113 Friends............. Pan-American Coffee Bureau 233 


J. M. Mathes, Inc. 
America’s coffee nickels add up to $800,000,000 worth j 
of South American customers every year. 


It’s Glass—In Thick Soft Blankets.......................... Owens-Corning Fiberglas Corp. 249 


4 . Fuller & Smith & Ross, Inc. 
So light that 20 square feet, one inch thick, weigh less than a pound; 


so warm that our B-29’s can weather 50-below weather. 


The Tomorrow That Came Today!.......................0..0000 00000 ee Curtiss-Wright Corp. 256 


McCann-Erickson, Inc. 


Mass air travel and mass air cargo transport are here— 
and here means everywhere from Algiers to Nome. 


Our Laborateries Is One Of The Biggest Book Publishers!........ Bell Telephone System 2380 


P P . N. W. Ayer & Son, Inc. 
Sometimes it takes a thousand page book to explain an item 


of equipment, and a year and a half to write it. 


The Story Not Told By The Stars.......................... Mutual Benefit Life Ins. Co. 3rd cov. 


° _— Chas. Dallas Reach Co, 
An insurance analagraph is simply your horoscope 


with a guarantee included. 


+ Each FORTUNE advertiser has a specialized piece of work to do 
that matters mightily in manufacturing or engineering or transpor- 
tation— whatever the individual field happens to be. And between 
FORTUNE’s covers, in close association with each other and with 
FORTUNE itself, all are united in one integrated story of American man- 
agement. Small wonder that FORTUNE is the one magazine whose adver- 
tisers are its readers, and conversely, whose readers are its advertisers. 


FORTUNE — THE MAGAZINE OF MANAGEMENT — IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT MEN. 
85% of FORTUNE’s 175,000 subscribers are management men — and survey after survey shows that advertising in FORTUNE reaches 
management more certainly, more effectively, and more economically than in any other magazine. 
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DHIO'S SELECT—During the recent two-day annual summer meeting of the 
Dhio Select List, members were entertained by R. Kenneth Kerr, publisher of 
e Lancaster Gazette, at his Buckeye Lake home. Left to right are Edgar T. 
olfe, publisher, Ohio State Journal, Columbus; Mr. Kerr; Frank J. Lausche, 
overnor of Ohio; Maj. Gen. James L. Collins, commanding officer, 5th 
ervice Command; John W. Cullen, John W. Cullen Co., representative of 
e newspaper group, and Raymond E. Dix, manager, Wooster Record and 
president, Ohio Select List. 


OC RERS TRPERKS OF PDE-T SREY RAWER HORPEE ATION: 


CALIFORNIA BANIK 


DPENS CAMPAIGN—California Bank has placed this poster on about 80 

oards in the Los Angeles area in a new campaign for FHA and bank mod- 

rnization loans. Replicas of the poster will appear in California Bank 

fices in and around the city. The Mayers Co., Los Angeles, is the agency 
handling the account. 


ARK PROGRAM'S 20TH YEAR—Ralph Budd, second from right, president, 

hicago, Burlington & Quincy Railroad, was principal speaker at a luncheon 

tended by business and agricultural leaders to celebrate the 20th anniversary 

f Western Farm Life-Station KOA program, "The Farm Question Box," in 

penver. Left to right are Lloyd Yoder, manager, KOA; James H. White, 

anaging, editor, Western Farm Life; Mr. Budd, and Governor John C. 
Vivian of Colorado. 


IRST 


INCE 1942—Executives of Frigidaire Division, General Motors Corp., 
*ytor, admire the first household refrigerator manufactured by Frigidaire 
nee / pril 30, 1942. At left of refrigerator, left to right are E. R. Godfrey, 
enere manager; C. W. McMullen, manager standards division, and R. V. 
*", assistant works manager. At right of refrigerator, left to right, first 
wees S. M. Schweller, chief engineer; H. M. Kelley, appliance sales man- 
*, ood P. M. Bratten, general sales manager. Second row are J. W. 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


KELLETT 


SPECIFI C—Kellett Aircraft Corp., 
Upper Darby, Pa., used this full page 
in about 25 publications to describe 
the XR-8—its first copy on a specific 
Helicopter model. Fuller & Smith & 
Ross, New York, is the agency. 


FOR DEALERS — Admiral Corp., Chi- 
cago, now distributing sapphire-point 
needles as part of its new radio and 
phonograph accessories line, offers 
this dealer display with each initial 
order of 25 or more needles. 


FOR MEN —First ad in a new cam- 

paign for Courtley's men’s toiletries is 

this page appearing in current issues 

of Apparel Arts, Beauty Fashions, Es- 

quire, Fortune, Men's Reporter and 

Time. Ghasser-Gailey & Co., Los An- 
geles, is the agency. 


2 gt ees 


A GREAT NAM AE or the 


CLEVELAND NEWSPAPER MEN MEET—Pictured at a meeting sponsored by 
the three Cleveland newspapers recently, at which leading agency executives 
and advertisers were shown the new public relations presentation by the 
Bureau of Advertising, titled “Industry and Public Opinion,” are, left to 
right: John G. Meilink, general manager, Cleveland Press; J. A. VanBuren, 
business manager, Cleveland Plain Dealer; J. Robert York, acting western 
manager, Bureau of Advertising; Charles F. McCahill, general manager, 
Cleveland News, and Elton Hoyt II, senior partner of Pickands, Mather Co. 


ONE OF SERIES—Jesse M. Chase, who opened his first used car market in 

Salt Lake City in 1942 to meet the transportation shortage for new defense 

plants, now has 25 markets in eight states from Chicago to Pendleton, Ore. 

Outdoor advertising, consisting of about 285 units a month, is handled by 
Big 4 Advertising, Pocatello, Ida. 


gS SE RE: 


PROGRAM APPROVED—The plan for the new Bowes-Indiana University 
Specialized Sales Training Course (AA, July 30), gets the approval of this 
group of conferees. Left to right: Louis P. Fisher, general sales manager, 
Bowes Seal Fast Corp.; E. M. Huxford, district sales manager, Inland Con- 
tainer Corp.; Dr. Herman B. Wells, president of Indiana University, and 
Clair C. Knox, vice-president in charge of sales, Real Silk Hosiery Mills. 


tHE @ Hus 


LIGHT TOUCH—One of a series is this outdoor poster being placed by 
Henry C. Lytton & Co., Chicago clothier, for its boy's department. Burton 
Browne Advertising handles the account. 


PROMOTES AMOCO TIRE LINE—Heavy promotion is being put behind American Oil Co.'s new Amoco tire line, includ- 
ing this poster, which is appearing this month on more than 5,500 boards in 18 states and the District of Columbia, from 


Maine to Florida, American Oil is the first petroleum marketer to present a tire under its own trade name, and this 
promotion accelerates the trend toward “own-brand” name products sold through service stations. Joseph Katz Co., Balti- 
more, is the agency. al 


“ege general superintendent of Plant No. 2 and H. F. Lehman, assistant 
general sales manager. 
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What Canned Soup proves about Women 


PERCENTAGE OF WOMEN BUYING A GIVEN BRAND 10 TIMES OUT OF 10 


AGE 20 25 30 


35 40 45 


63 


60 


PERCENTAGE | 57 _ 


WHO 
BUY 54 


51 


48 


WOMEN BETWEEN 20 AND 30 ARE MOST SUSCEPTIBLE 
TO BRAND NAMES 


T 22 years old, 61% of thousands of women who 

were interviewed in a Fawcett survey said they 

bought the same brand of canned soup every time 
they bought any canned soup. 

Nearly 60% of the 21-year-old women consis- 
tently bought the same brand of coffee. 

This Fawcett survey among women from 16 to 50 
studied women’s purchases of: gelatines, toilet soaps, 
dentifrices, flake soaps, face powders, sanitary nap- 
kins, shampoos, deodorants, lipsticks, cold or all-pur- 
pose face creams — all of them “convenience items.” 

Here is what matters to you: Women are at the 
peak of their brand susceptibility in the early twen- 
ties. That’s when brand names make the big first 
impression on them. That’s when women are most 
loyal to brand names. 

That’s when you should advertise your brands to 
these young women. Reach them in these first-im- 
pressionable years. Establish preferences for your 
brands, so that these women will keep up — even after 


Reach women of 20 to 30 in the 


FAWCETT WOMEN’S GROUP 


FAWCETT PUBLICATIONS, INC., 295 Madison Avenue, New York 17, N. Y., World’s Largest Publishers of Monthly Magazines, 


they’re 30, without any dip in that chart — the brand 
loyalties you’ve founded. 


Remember: 
WOMEN OF 20 TO 30 have more buying years ahead; 


WOMEN OF 20 TO 30 are experimenting with new brands, and 
picking their favorites; 


WOMEN OF 20 TO 30 have used certain brands in their family 
homes, and are more likely to carry this more recent 
home influence over into their own adult buying; 


WOMEN OF 20 TO 30 have already been using certain brands for 
years —a large percentage (as the interviews showed ) 
for ten solid years and more. Brand loyalty can be built 
and maintained surprisingly early. 


You can reach more women of 20 to 30 — married, 
homemakers, mothers — with your advertising dollar 
in the Fawcett Women’s Group than in any other 
major magazine in existence. More than 3,000,000 
women every month go to their newsstands and pick 
out these magazines that entertain and help them. 


TRUE CONFESSIONS 


MOTION PICTURE 


MOVIE STORY 
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